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THE THALES NAME 


One of the most important ways 

we communicate is how we use the 1 

Thales name. Asa rule, internal and external 
communications must not refer to 

We are a complex organisation operating within a matrix Thales sub-brands or show their logos 

model. We should not confuse our stakeholders by sharing (e.g. DO NOT USE: Thales Transportation, 

this complexity. We must talk clearly and consiste Thales Security, etc). In most 

about our organisation using the following basic : ; : 2 
circumstances (marketing material, 

business cards and email sign-off) we do 

not need to use legal entity names. 


Thales must always be the primary way 
to our organisation. = 


ea 
—_ 


“s 


2 
when differentiating a business, 

a description should be used — e.g. 
Thales’s avionics business, Thales’s 
optronics business. 


3 


The exception to this is the use of 
. ~ Thales + country (Thales Canada, om 
: : . = “i =, Dad Thales Australia etc) for national le 
— SS Be political reasons; for example in the 
defence and security markets. 
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1.2) “a 
AMBITION 10 | 


Ambition 10 is our shared strategic Ambition 10 started to take shape in early 2013, 2 
cas ; p when Thales’s strategy was redefined around an ambitious 
vision which focuses on three key pillars: set of goals that would allow Thales to show its real 
growth competitiveness and people. strengths and challenge the organisation to excel in 
‘ as , : everything it does. 
The purpose of Ambition 10 is to provide 
us with ambitious long-term objectives. A successful multi-domestic strategy had made Thales 


a European leader, but not yet a truly global player. 

To become a truly global player, Thales needed a bold 
and ambitious vision for the next ten years. A vision shared 
by all and shaped by collective intelligence. This long-term 
vision is Ambition 10. 


«Z 

. 

[ae 

[a 
AL 
ta 
. 
S 


. i 
— 
— 

4 Sa = 
= 
ss 
— 

= 
= 
= 
E 
= 
a) = 
2 

t 


Ambition Boost is a performance Ambition 10 is split into three strategic 
programme designed to support pillars, all of which combine to help 
Ambition 10. By providing a common deliver our ten year targets. 
framework, it aligns our short and 

mid-term goals with our long-term 


pes Moet Growth 
objectives 4 J 


Drive Ambition 
The purpose of Ambition Boost is to engage all 
Thales employees and to encourage their active 
participation, day-to-day, in preparing the Group's 
future. Ambition Boost is more than a competitiveness 7 Large Contracts 
plan — itis also designed to support business growth > Services 
and people development. 


2 Growing Markets 


It provides a structured framework and a common 
language. It is a bottom-up approach, designed by 
operational units for operational units. Ambition Boost 


allows the flexibility to determine the ways in which units Competitiveness 
a. wish to improve and monitor their performance. Fuel Growth 


2 International Industrial Footprint 
2 Customer-driven 
Competitive Innovation 
2 Engineering and 
R&D Competitiveness 


Leadership and diversity 


2 Customer value and 
customer mindset 


Teamwork and incentives 


ds > 1 Our brand > 1.3 Our values 
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(1.4) 


OUR BRAND STORY 


“Wherever safety and security are critical, 
Thales delivers. Together, we innovate with our 
customers to build smarter solutions. Everywhere.” 
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The why, the how, the where and the what. 


Our mission: At the centre of the brand is our brand 

promise and mission. This is a summary of what we offer to 

our customers and should be reflected through everything 
_ we do as an organisation. 


When deliver 


advantage for Tha 


a strong competitive 


“s -- — . me 


Why we exist 


If you strip everything back to 
the fundamentals, what remains? 
“We believe technology can make 
the world a safer place.” 


How we deliver 


The three blocks that are attached to the 
platform describe the unique ways we 
deliver value to our customers. These 
strengths define Thales, allowing us to 
stand out from our competitors. Each 
strength is supported by a benefit, 
which are the key reasons to believe us. 
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Where we operate 
The critical environments in which we 


operate are Aerospace, Space, Ground 
transportation, Defence and Security. 


What we sell 


Solutions, products, equipment 
and services. 
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1.52 a 


MESSAGING . 


Our messaging structure 


Thales brand messaging structure 
encapsulates our offering, shows what 
makes us distinctive and how we can be 
of benefit to our cus’ 


lements, starting 
with why we exist. <The ae 
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We believe technology can make the world a safer place. 
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Wherever safety and security matter, we deliver. Together, we 


innovate with our customers to build smarter solutions. Everywhere. 


Partnering is 
our natural way 
of working — with 
customers, colleagues, 
commercial and 
technology partners 
— combining 
knowledge, resources, 
capabilities, 
innovations and talent 
to deliver the smartest 
of solutions. 


kewl Together 
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In any critical 
environment our 
aim is to support 
those responsible for 
ensuring the safety 
and security of data, 
people, infrastructure 
and nations. 
We'll do anything 
and everything we 
can to help them make 
the world safer. 


We are truly global 
in our outlook and 
presence. Everywhere 
our customers 
need our support, 
we are there. 
And everywhere 
critical environments 
exist, we have a role 
to play. 


Everywhere 


Aerospace, Space, Ground Transportation, Defence and Security 


‘Critical Environments’ 


Our solutions, products, equipment and services. 
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MESSAGING 


Our message platform 


iain sone our b 


1e brand is only valid if w we poeneretrate 
at we are responding to a market need 
peand can respond with solid messages 


backed-up with key references. 
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7 : 
Whoever we are talking to, 
from whatever part of the business, 
we must all use a common lang age, 
be consistent and ensure we aré 
‘on message. 


oe 


Wherever safety and 
security matter, we deliver 


{HHT 


A APTA 


In critical environments, millions of 
decisions are made every day to 
manage and protect data, people, 
infrastructure and nations. And Thales is 
at the heart of these. 


We ensure that decision-makers are 
better equipped to assess and respond 
to the operational challenges they 
face. By applying our integrated smart 
technologies, systems and services, 

we ensure they are able to achieve 
their tasks more effectively whilst 
maintaining safety and security. 


Every moment, everywhere, together 
with our customers, we are making 
a difference. 


«brandworld.thalesgroup.c 


Brand standards >» 1 Our brand > 1.5 Messaging » Our message statements 


(1.5) 


MESSAGING 


Our message statements 


These statements When we talk about our 
are guiding market environment 
principles used ey clk Re 
are faced by complexity and constraints 
to con str uct yo Ur and our jee should always 


refer to the customer issues we are 


communications. qj) «spondingte. 
They can be used i) | 
to guide messaging = 

for internal and : 
external audiences. 


——_ 


When we talk about 
working with customers 


It is always important to talk 

about working with our partners/ 
customers. Proximity demonstrates our 
understanding of their requirements 
and that we will always respond to 
their needs. 
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When we talk about what 
we do 


It is important that we always refer 

to the total Thales capability. This 
helps spotlight the breadth and depth 
of our innovative technology and that 
we understand (better than anyone 
else in our markets) the complete 
decision chain. 


When we talk about our Summary 
pedigree In any piece of communication, if you 
talk about the market environment, 
what we do, how we work with 
customers/partners and reference our 
pedigree — you can’t really go wrong. 
Always remember that you are trying to 
bring out the differentiators — what sets 
us apart from the competition. 


It is vital that we back up every claim 

we make with examples demonstrating 
that we are experienced and have the 
depth of understanding to deliver for 
our customers. This helps strengthen the 
messages about working with customers 
and partners. 
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Thales has more than 61,000 talented people across 
56 countries. Together, we innovate with our customers 
to build smarter solutions. Our intelligent technologies 
are dedicated to protecting people, property and 
information worldwide. Every moment of every day, 
wherever safely and security are critical, Thales delivers 


Search: Thalesgroup iy oH 


THALES 


Together ° Safer * Everywhere 


TOGETHER WE 
EXPLORE A WORLD 


OF POSSIBILITIES 


There's no end to the ground-breaking solutions we come 
up with at Thales. From in-flight entertainment to cyber 
security, no project i g or too complex to defeat the 
ingenious minds that work here. 
Together we take on the toughest technological challenges 
s Aerospace, Space, Transportation, Defence and 
Security. Together, we'll fire your imagination and fulfil 
your potential. 


Together we are Thales. 


group.com/ 


THALES 


Together * Safer * Everywhere 
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<2.1> 


INTRODUCTION 


These style guidelines are mandatory and, 
together with the brand’s visual identity, 
help produce materials that are instantly 
recognisable and easy to read. Most major 
organisations adopt a house style in this 
way to ensure company communications 
reflect a unified personality and promote 

a professional image. 


In order to achieve consistency across all our 
communications, our house style provides guidance on 
specific aspects of English. It contains all the rules on our 
current house style, some advice about grammar, the 
avoidance of jargon, and various spellings, usages and 
definitions that commonly cause uncertainty or difficulty. 


Some of the recommendations are based on general 

grammatical rules from a variety of sources. 

Others are specific to Thales, and they’re based on 

existing practices across our communications channels. 
- ane are illustrated with examples — 

rather than rules and exceptions — to make the guide 

easier to use. 


The style guide is meant to help us present a consistent and 
authoritative image — and if there are compelling reasons 
to change something, we can do that too! 


If you think something is missing from these guidelines 


or you need further clarification on editorial standards, 
please visit: 


brandworld.thalesgroup.com/brand/styleguide 
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BASICS 


THALES 


i. 
vs ” 
m4 


26_<Brand standards» 


i 
a . 
a. 


RULES FOR USING THE 
THALES NAME IN 
COMMUNICATIONS ASSETS 


ost important ways we communicate is 
way we use the Thales name. We are a 
complex organisation ing within a matrix model. 
We should no our stakeholders by sharing this 
complexity. We alk clearly and consistently about 
our organisation using the following basic rules. 


We are ‘One Team, One Thales’ and we all work for one 
organisation, so ‘Thales’ must always be the primary way 
we refer to our organisation. 


As a rule, external communication nen NOT refer 

to Thales sub-brands or show their logos (e.g. Thales 
Transportation, Thales Security, etc). 

In most circumstances (including marketing material, 
business cards and email sign-off) we do not need to use 
legal entity names (exception — see 4 opposite). 


1. When differentiating a business, a description should 
be used — e.g. Thales’s avionics business, Thales’s 


optronics business or the optronics business of Thales. 


2. The only exception to this is the use of Thales + country 
(i.e. Thales Canada, Thales Australia, etc). This 
combination should only be used when it is important 


for national politi easons, for example in the 
. . defence and 
= = 


Get 
(AAT 


3. Where an entity name is required and has Group 
approval (usually because they work in niche markets 
or have developed a well-recognised brand), the 
entity name should be a descriptor and should be 
treated in the following way: 


2 Inthe title of any communications asset you may 
use capitals but the entity name should always be a 
descriptor e.g. Thales Helicopter Training Services or 
Thales Electron Devices. 


2 Inthe main text of any communications asset, 
rule 2 above applies. 


7 The entity name should never be used i 
with the logo and’sh oe writte 
in an approved typeface. 


These rules do not apply to joint venture co 
as ThalesRaytheonSystems. 


On legal documents such as contracts and bic 


names of entities must be used. 


>= Sad a 
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ABBREVIATIONS 


Use abbreviations sparingly and always explain on first 
mention — unless you're absolutely sure all your readers 
already know what they stand for. If necessary use a 
ootnote. In external publications, avoid acronyms that refer 
o different Thales entities. 


leave out the full stops: 
@ UK MoD 

@ US Air Force 

@ NATO 


@ SNCF 


AMPERSAND 


Resist the temptation to link two elements with the 
& sign unless they really form a single concept: 


# Marketing & Sales 
# Maritime Safety & Security 
# control & supervision 


2 command & control 


APOSTROPHE 


@ The Thales strategy 
@ The company’s 61,000 employees 


@ Thales shareholders 
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STANDARD USAGE 


BULLET POINTS 


@ Use whenever possible for lists. 
@ Avoid the use of dashes instead of bullets. 


# Do not use numbers unless the actual sequence 
is important. 


Commas and semi-colons at the end of each item are 
usually unnecessary (but a full stop at the end of the last item 
can be useful to show the list has finished). 


CAPITAL LETTERS 


Only the first word in titles and cross-heads are 
systematically capitalised. Official names and proper nouns 
are capitalised. Common nouns and various shortened 
forms of official names are not capitalised. Everything 
except full, official names should be kept lowercase. 
Capital letters don’t make people or things more important. 


A Managing Director has no more responsibilities than a 
managing director. Winning a contract is no less important 
than winning a Contract. And Customers aren't impressed 


by random acts of deference — they just find our sentences 
harder to read! 


Use upper case for ranks and titles when written 
in conjunction with a name, but lower case when 
on their own: 


2 John Smith, Marketing & Sales Director, briefed the sales 
managers about the plan 


@ John Smith is the new sales director 
Names of GBUs and departments should be capitalised: 


@ The keynote speaker was John Smith, Executive Vice- 
President, Ground Transportation Systems 


@ The Purchasing Department is finalising the contract details 
with the Legal Department 


@ Purchasing is working with other Group departments to 


iron out the contract details 


Organisations, ministries, treaties, acts, etc., generally 
take upper case when their full name is used: 


@ European Commission 
@ Royal Netherlands Navy but an admiral in the Dutch navy 


@ UK Ministry of Defence but an official from the 
UK defence ministry 


@ The White Paper on Defence and National Security but 


France's five-year defence spending plan 


In French, only the first word of proper names are 
capitalised (Ecole polytechnique, Centre national de 
recherche scientifique). In English, these examples should 
read Ecole Polytechnique, Centre National de Recherche 
Scientifique. 


Use upper case for recognised regions and countries: 
@ Middle East 

@ North Atlantic 

# South Asia 

@ South-East Asia 

4 Central America 

2 North Korea 

@ South Africa 

Use lower case for everything else: 

# western Europe 

@ the eastern United States 

@ the south of France 

2 the north of England 

Other words that do not require a capital letter include: 
2 euro 

# intranet 

2 website 

@ copyright 


see Trademarks 


DASHES 


Dashes are easy to overuse. Commas (or occasionally 
even brackets) are often better; semicolons also have their 
uses. Write the dash as a long dash -, not a hyphen, with 
one space before and one space after. Long dashes are 
available using Alt or Alt+Ctrl plus the minus sign on the 
numerical keypad. 
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GLOBAL BUSINESS UNITS 


Here are the proper names of the six Thales GBUs: 
@ Avionics 

@ Defence Mission Systems 

@ Ground Transportation Systems 

@ Land and Air Systems 

# Secure Communications and Information Systems 


# Space 


E-EAPRESOIINS 


Except at the start of a sentence, the e- is lower case 
and hyphenated: 


# e-government 


# e-commerce 


EA, 


Doesn't need a comma but it does need the dots. 


| 


Takes one dot, not three! 


30_<Brand standards» 


FIGURES 


Never start a sentence with a figure: write the number in 
words or turn the sentence around instead. It may be hard 
to avoid starting a sentence with a date (e.g. "2014 was a 
good year for Thales"), but the rule still applies - and it isn’t 
going away any time soon! 


Use words for simple numerals from one to nine, except in 
references to pages, percentages and sets of numerals, 
some of which are higher than ten (e.g. the figures for the 
past three years were 14, 9 and 6). 

The same applies to ordinals: 

@ the fourth successive year of strong growth 


@ the 15th anniversary of the joint venture 


An exception would apply if the ordinal is part of a proper 
name, as in 7th Battalion, Royal Australian Regiment. 


In texts aimed at financial analysts, abbreviations 
are useful: 


4 $210m, €26.5bn, £20m 


But spelling it out might be easier to read for 
other audiences: 


4 20 million euros, 12 billion dollars, 6 trillion yen 


(but £25 million) 


A billion is a thousand million. Use €30m, €30 million 
or 30 million euros, not 30 M€. Use €30,000 instead 
of €30k. 


Use a comma in thousands: 
# 1,000 employees 


@ 22,500 researchers 


Language Figures Decimal Points Money 


French 10000 578 1OOM€ 
English 10,000 578 €100m 

Italian 10000 578 100 milioni di € 
Spanish 10000 578 €100 millones 
German 10.000 578 100 Mio. € 


Use the % sign instead of per cent or percent. 


FOREIGN WORDS 


When quoting foreign words and phrases, use italics (Iégion 
d’honneur, grandes écoles) unless they are so familiar that 
hey have become anglicised (e.g. ad hoc, café, status quo, 
vice versa). 


Don'tignore the accents. If your keyboard doesn’t have 
hem, use Insert>Symbol in Word or refer to the Extended 
ASCII table and use the Alt key and the numerical keypad. 


Note that all Spanish accents point the same way as French 
acute accents. Italian accents point the other way (except é 
and é which both exist). 


HYPHENS 


Many hyphenated words lose their hyphens over time 
(rollout, takeover). Sometimes hyphens just disappear 
(software defined radio, fire control radar). Follow either 
trend with caution: hyphens can make texts easier to 
read and actually do avoid confusion in some cases. 
Whichever trend you choose, do it consistently within a 
given publication. Remember that set-up and check-in, for 


example, are nouns not verbs. 


Do not use hyphens after adverbs ending in -ly, e.g. a 

hotly disputed penalty, a constantly evolving newspaper, 
genetically modified food, etc. But hyphens are needed with 
short and common adverbs: much-needed grammar lesson, 
well-established principle of style (note though that in the 
construction “the principle of style is well established” there 
is no need to hyphenate). 


Examples of Thales standard practices: 
@ fractions: two-thirds, four-fifths, two-and-a-half months 
4 separating identical letters: book-keeping, pre-eminent 


(but coordinate, cooperate, override, overrule, underrate, 


withhold) 


2 units of measure: a 25 million euro contract, 
a 13 km metro line 


@ real-time, decision-maker (but lawmaker, policymaker] 
2 short-term, long-range, mid-life 

4 air traffic control, fire control radar 

@ multi-role, multi-sensor, multi-mission (but multinational) 


# subcontractor, subassembly, microelectronics. 
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ie 


Doesn't need a comma but it does need the dots. And it 
means “in other words" not “for example”. 


NVERTED COMMAS 


See Quotes 


ITALICS 


The use of italics should be kept to a minimum. Blocks of 
italics are notoriously hard to read, and should only be used 
as a means of clearly differentiating disclaimers, footnotes, 
etc. from the main body of text. 


The convention for Thales publications is to use italics for: 


# reported speech 


4 names of Thales products (Top Owl, Smart-L, Nexium, 
Hawkei) 


#4 names of platforms (Rafale, FREMM) 


4 names of programmes (Sawari, NIS, Watchkeeper, 
Galileo, A400M) other product names (iPod, Siebel 
CRM, Primavera} names of ships, aircraft, spacecraft: 
HMS Queen Elizabeth, Spirit of St Louis, Challenger, 
Le Terrible, etc. 


# classes of ships: the Mistral class, 
Barracuda-class submarines. 


# foreign words and phrases (légion d’honneur, grandes 
écoles) unless they are so familiar that they have become 
anglicised (e.g. ad hoc, café, status quo, vice versa) 
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# newspapers and periodicals: the Daily Telegraph, 
the New York Times, the Observer, but Le Monde, Der 
Spiegel, La Stampa, El Pais and... The Economist 


@ titles of books (anything with an ISBN number) and 
TV shows: A Century of Electronics, 60 Minutes, 
Erbium-Doped Fiber Amplifiers: Principles and 
Applications. Note that titles of conference papers and 
articles in journals generally take inverted commas rather 
than italics. 


JOB TITLES 


The official job titles of members of the Executive Committee 
can be found in the memos and organisation charts on 
thalesgroup.com. For everybody else’s official titles, check 
with the corresponding department. 


NUMBERS 


see Figures 


PUNCTUATION 


No space before colon, semicolon, percentage sign, 
exclamation mark, etc. No spaces before end punctuation 
(full stops, exclamation marks, question marks}. Use one 
space only after end punctuation. No spaces before 

or after slashes. 


QUOTES 


When should punctuation be placed inside the quote? A lot 
of rule books make punctuating reported speech much more 
complicated than it needs to be. If we follow the examples 
below (and ignore some slight differences between British 
and American usage), we'll be getting it right about 99% of 
the time! 


@ “The latest award confirms our winning strategy,” 
said Michael Jones, “and opens up new opportunities 


for the future.” 


#@ Michael Jones said the award was a “clear endorsement 
of our winning strategy”. 


@ "This is fantastic news!” exclaimed the sales director. 

@ In his acceptance speech, Frank Einstein made the 
following statement: “The award makes us all very proud 
to be part of Thales.” 


Use single quote marks for quotations within quotations. Thus: 


@ "When | say ‘immediately’, | mean some time before 
April,” said the spokesman. 


Avoid French-style « guillemets ». 


TELEPHONE NUMBERS 


Standard practice is +33 (O)1 23 45 67 89 
or +44 (0) 1234 567890. 


The (0) indicates that the number is preceded by a 0 for 
in-country calling. 


TRADEMARKS 


In marketing literature and other external publications, there 
may be legal reasons for including a copyright notice or 
disclaimer, usually as a footer. But in running text there is no 
need to include symbols like ™, ® or ©. 


UNDERLINING 


Only use for hyperlinks. 


UNITS OF MEASURE 


Use abbreviations unless there is a risk of confusion. 
Separate the figure and the unit with a hard space (Shift- 
Ctrl-Space), not a hyphen. In some contexts (e.g. financial 
documents} the unit is attached to the figure. Remember k is 
always in lower case. 


2a 400 MW power plant 

4 as much as 100 kWh in energy savings 

4 120 GB hard disk 

4 data rates as high as 4 Mbps (b for bit, B for byte} 


@ travelling at 200 mph 


WORD BREAKS 


Graphic studios all use publishing suites with an automatic 
word break function for English. Remind your studio to turn it 
on! Note that word breaks are not identical in British English 
and American English. When in doubt, refer to a dictionary 
that has word break dots in the headwords. 


Con 


We 
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NAMES AND EXPRESSIONS 


A é D 


@ Air defence # Career Paths guide # Defence spending plan 
2009-14, France) 

@ Air Tratfic Alliance # Career |st 

@ Design Authority 
@ Air traffic management @ Chairman & CEO 

2 Domain 
@ Alcatel-Lucent # Chief Operating Officer 

# Dual technologies 
@ Allied forces # Chorus Il reference system 
# allied forces but the @ Clean Sky 

Alliance (NATO) 


@ CNI: communication, navigation, 
@ Ambition Boost performance identification 
programme 
# Code of Ethics 
@ Armed forces transformation 
2 Committee for exports to sensitive 
@ Audit & Internal countries 
Control Department 
# Communication systems 


B 


# Company savings plan 


Battlel 
# Battielab # Competence centre 


# Board of Directors eCanrctivenes 


@ Enlisnietiny # Concept Development & 
Experimentation 
@ Business line P 


#@ Group departments 
@ Business segment Pane 
@ Critical infrastructure (singular) 
@ Cryptography 


@ Customer Commitment 


@ Customer service 
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: 


@ Environmental Affairs Department 
@ Environmental Affairs Manager 


@ Environmental 
Management System 


@ Ethics & Corporate 
Responsibility Committee 


@ Ethics & Corporate 
Responsibility Department 


@ Ethics network (network of ethics 
officers in charge of implementing 
Thales policy) 


@ Ethics officer 
@ Eurolist by Euronext 


@ European 7th Framework 
Programme for R&D 


@ European Commission 

# European Defence Agency 
@ Executive Committee (Excom) 
@ Executive Vice President 


2 Export Compliance Committee 


F 


@ Finance Department 


@ Financial Security Act 
(2003, France) 


@ First-tier partner 


G 


# Global Business Unit : 
— Avionics 
— Defence Mission Systems 


- Ground Transportation Systems 


— Land and Air Systems 
— Space 


— Secure Communications and 
Information Systems 


# General Meeting of Shareholders 


@ Globalstar 


H 


@ High-tech cluster 
(pdle de compétitivité) 


@ In-flight entertainment 
@ Information systems security 


@ Integration Centre 


@ |T Department 


J 


2 Job families 
@ Joint forces 


@ Joint venture 


K 


@ Key Account Executive 


@ Key Account Manager 


L 


@ legal Department 


— 
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M 


# Maritime Safety & Security 


@ Mission-critical solutions 
and services 


N 


@ Network-centric warfare 


@ Networked European Software and Services Initiative 


NESSI) 


@ Network-Enabled Capabilities 


# Nobel Prize in Physics 


O 


# Opportunities Forum 


@ Optronics 


P 


@ People Review 
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@ Research & Technology 
# Responsiveness 
@ Risk Management & Internal Control Department 


@ Risks & Internal Control Committee 


2 Royal Air Force 


S 


2 Security Briefing Centre 

2 Service delivery centre 

2 Signalling 

2 Single European Sky directive 


2 System of systems 


Thales Awards Underwater battlesoace 
Thales Foundation United Nations Global Compact 


Thales Research & Unmanned air vehicle 


echnology (TRT) 


n 


Thales University 


Vice Chairman 


ThereSI|S 


Through-life support Vice President 


" Video protection systems 
icketing Pp Y 


Transportation 
Weapon systems 


White Paper on Defence and National Security 
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3.19 


THE THALES LOGO 


THALES 


The Thales logo is one of the structural elements of the 
graphic guidelines. It is an emblem which incorporates 
the company name and embodies its values. The logo’s 
shape, artwork and colours make it unique. It is the 
cornerstone of a homogeneous graphic palette. 

This section outlines the principles and rules that apply 
to its use. 


The logo is simple, compact, easily identifiable and easy 
to use, based on a lineal typeface. 


The logo is distinguished by: 
@ Rounded first and last letters to ‘soften’ the visual impact. 
@ The letter ‘A’ that has been treated as a symbol. 


@ The balanced position of the letter ‘A’ with respect to the 
other letters. 
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DO NOT ALTER THE LOGO 


@ The logo has been specially drawn and should not be 
redesigned or altered in any way. 


@ The logo must always be seen as a single unit and all the 
elements remain in the same position and the same proportion 
to each other. They may never be used individually. 


2 The logo is an essential element in our branding and its 
visibility. As such a certain number of prohibited uses have 
been identitied to maintain this visual integrity. 


2 When using the Thales logo do not compromise its integrity 
by adding text to it or using it as part of a sentence. 


Please see the relevant sections for full information on the 
logo colours, usage, size and use with secondary brand/ 
third party logos. 

brandworld.thalesgroup.com/ brand/logo 


2 logo-usage 
7 logo-size 
7 secondary brand/third party logos 


All versions of the logo are available for download in the 
downloads section. 
brandworld.thalesgroup.com/ brand/logo/ downloads 


You can see examples of how the logos can be applied and 
download some ‘ready to use’ print templates in the Print 
Communications section. 
brandworld.thalesgroup.com/ brand/ printed 


Product logos are not allowed and should not be used for 
external communication purposes. 
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«3.19 


Colours 


The colours are referenced and must never be modified. 


Note: Vinyl and Paint colours may vary by country and 
region. These are guidelines only. 


Two complementary versions of the logo in Black only and 
White only are also available for use. Please see "Logo 
Usage” for guidelines. 


THALES DARK BLUE 


Pantone System (PMS): Pantone 2765 
CMYK (Four colour): C=95 M=90 Y=0 K=30 
RGB (Screen): R=36 G=42 B=117 

Web: #242A75 


Vinyl: Multifix 5018 


All versions of the logo are available for digital and print use 
in the Downloads area. 


Colour is an important and ownable element of our identity 
system. The breakdowns given here have been specifically 
calibrated and tested and should not be altered or re- 
configured. 


The colours shown here and throughout the section on Visual 
Identity have not been evaluated by PANTONE® Inc. for 
accuracy and may not match the PANTONE® Colour Standards. 
Consult current PANTONE®. Publications for accurate colour. 
PANTONE? is the property of PANTONE? Inc. 
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THE THALES LOGO 
Usage 


WHICH LOGO¢ PROHIBITED USAGE 


There are two versions of the Thales logo available. 


1. THALES LOGO 


THALES - 


For the majority of uses, this version of the Thales logo 
must be used. 


The logos must always be produced from digital master 


artwork, available from the Downloads section. 
brandworld.thalesgroup.com/brand/logo/ downloads 


They must never be modified in any way and must always 
be proportionally scaled (i.e. do not squash, stretch or try to 


redraw it). 


We provide digital files as templates for the majority of 
digital and print layouts which include the correct logo. 

If you require a layout not covered by the templates, please 

contact the central and local (or regional) Brand Teams for j 
further clarification on logo usage. 
brandworld.thalesgroup.com/brand/ contacts 
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EXCLUSION ZONE COMPLEMENTARY USE 


To maintain the logo's visual integrity, it must always On any other background, the logo must be completely 

be surrounded by an exclusion zone as shown here. legible and not in anyway compromised by the background. 
The exclusion zone is defined by the area of the inside of the See the examples shown here. For more information contact 
L character (shown by X in the diagram). The digital logo files the central brand team. 


are supplied with this clear area included for ease of use. 


REVERSE TWO COLOUR LOGO: 


# Never place any graphic element within the exclusion 


zone, this includes text and images. MUST only used on a dark background. 


@ The logo must never be used in the middle of a full or 
printed text. 


THALES 


PREFERRED USE 


Whenever possible, the logo(s) should be used 
as in the two colours (dark blue and light blue} 
ona white background. 
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LOGO ON IMAGE: BLACK ONLY LOGO: 


The logo MUST be legible with no distracting images or MUST be used on a white background and in mono (black 


graphics in the clear area. The image itself MUST NOT and white) situations only. 
include a Thales Group or brand logo near to the logo. 


THALES THALES 


For use only on solid (100%) colour backgrounds. 


PROHIBITED USAGE 


THALES 
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WHITE OUT LOGO: 


Use the standard logo on backgrounds that have a tint value 
of 20% or less. 


THALES 


Images must not be inserted next to the Thales logo, as this 
affects readability. 


in Defence business 


2. THALES LOGO WITH BRAND SIGNATURE 


The Thales logo with Brand Signature is treated as a 
sign-off element and MUST only ever be used at the 
bottom of a layout and MUST NEVER be used at the 
top or centre of a layout. 


The Thales logo with Brand Signature must be used for 
advertising purposes only. Exceptions to the rule can 

be applied in specific contexts such as exhibitions. Any 
deviations from the standards should be approved by the 
central communications team. 


THALES 


Together ° Safer e Everywhere 


Wherever safety and 
security matter, we deliver 


THALES 


Together « Safer * Everywhere 
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THE THALES LOGO 


Size 


MINIMUM SIZE 


In order to maintain the integrity of the logo and its elements, 
it must never be undersized. 


The logo must never be used below a minimum of 
AOmm/4cm/ 1.5748in wide. T Hi TAN L E Ss 


In certain circumstances, e.g. on small promotional 
items, the logo may be used below the minimum size. 
The Thales Only logo is the only version that can be 
used in these circumstances. 


On smaller items, it is recommended that the logo is not used 
below a minimum of 20mm/2cm/0.7874in wide. Vinge tle) 
For further clarification, please contact the central and local 
(or regional) brand teams if your usage falls in this category. 
brandworld.thalesgroup.com/brand/ contacts 


DO NOT make any adjustments to the logo yourself or 
through a third party supplier. 
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THE THALES LOGO 
Second and third party branding and logos 


As a rule Thales does not allow sub-brands (including logos) 
in external or internal communications (e.g. Thales Transport, 
Thales Security, etc). In most circumstances (including 
marketing material, business cards and email sign-off) we 
do not need to use legal entity names. 


Where an entity name is required (and where there is a 
good business case} it must have Group approval. These are 
usually because they work in niche markets, have developed 
a well-recognised brand, are a joint venture or a ‘special 
purpose vehicle’ (for bids etc). 


A secondary or third party logo can be created in certain 
circumstances but it must not include the Thales logo or 
elements of it. Examples are shown below: 


gp 


ThalesRaytheonSystems 


edeehiiede 


A Thales / Finmeccanica CG: pany Spac e 


Third party (partner) logos can be used in association 
with the Thales logo but it must be clearly separated from the 
Thales logo on any printed or online collateral, e.g. on the 
opposite side of a layout from the Thales logo or respect the 
exclusion zone. 


Third party logos must be scaled in proportion with the 
Thales logo. They must never be larger than the Thales logo 
and, where aesthetically possible, should be smaller than 
the Thales logo except in the cases of full Joint Venture (JV) 
partners. Whether the Thales name comes first or second will 
usually depend on the percentage holding in the JV/SPV. 


The Thales logo must not be changed in any way, e.g. 
colour, proportions etc, when used with a secondary or third 


party logo. 


The use of any secondary and third party logos on Thales 
branded collateral must be approved by the central 
brand team prior to publication and distribution. 
brandworld.thalesgroup.com/ brand/ contacts 
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PROFESSIONALLY PRODUCED MEDIA 


TYPOGRAPHY 


For all communication material produced professionally, there are two font families that should be used. This material 
includes but is not limited to brochures, presentation folders, pre-printed stationery, pull up banners, posters. 


FUTURA FAMILY ( FUTURA PT AND BT ARE PARTICULARLY RECOMMENDED) 


A simple, classical font portraying a clear, reassuring image of the company. Used whenever text needs to be easy to read. Refer to 


the specitic media guideline (such as the external publications guidelines) for more information on when to use this font. 


Futura Light 


ABCDEFPGHIIKLVAINOPGQRSTUV VAY Z 
abcdetghijklmnopaqrstuvwxyz 


IZ G45 07 67 0 


Futura Book 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopgqrstuvwxyz 


1234567890 


Futura Medium 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopgqrstuvwxyz 


1234567890 


Futura Demi 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 


Futura Heavy 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 
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Futura Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 


Futura Extra bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijkimnopqrstuvwxyz 
1234567890 


TRIPLEX SANS 


A more stylish font for use in supporting roles, for example for side elements intended to draw the reader's attention to facts 
that support the main information. Refer to the specific media guideline (such as the external publications guidelines) for more 
information on when to use this font. 


Triplex Sans Light 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopaqrstuvwxyz 


1234567890 


Triplex Sans Bold 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopaqrstuvwxyz 


1234567890 


Triplex Sans Extrabold 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijkimnopqrstuvwxyz 
1234567890 
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INTERNALLY PRODUCED MEDIA 
(E.G. MICROSOFT OFFICE) 


Licensing restrictions make it too complex to provide 

the professional Futura and Triplex Sans fonts 
company-wide. 

As a result, any documents produced locally (for either 
internal or external communications) within Microsoft Word 


must use the Arial font that is licensed for use within 


Office 2010. 


ARIAL 


Arial Regular 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijkilmnopgqrstuvwxyz 
1234567890 

Arial Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijkimnopgqrstuvwxyz 
1234567890 
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For Microsoft PowerPoint, you must use the company 
Template — see the Downloads section of this site. This 
includes all the approved slide masters and fonts for use 
within internal and external presentations. No changes must 
be made to this Template. 


If you are in any doubt or need further clarity regarding the 
use of Arial in Word documents or the use of the PowerPoint 
Template, please contact the central and local (or regional) 
brand teams. 
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USAGE 


DO NOT overload a document with a variety of sizes of 
ype and colours. 


Make sure there is a strong contrast between all text and 
its background. 


DO NOT condense or expand text. 


DO NOT use extreme letter spacing or leading. 


Use the bold or italic options available within the font 

amily, rather than the ‘bold’ or ‘italic’ options within the type 
dialogue box in any software application, as this does not 
ormat the typeface when externally printed and can alter 
he appearance of the typeface in undesirable ways. 


talics are not to be used unless grammatical convention 
dictates, such as in referencing book titles. 
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FONT LICENCES 


Third party suppliers must purchase licences of these 
fonts before use. 


Fonts are software and subject to copyright. As such, they 
MUST NOT be freely distributed or shared with anyone 
other than the licence holder. 


In order to ensure cross-platform compatibility, use 
only Open Type (.otf) fonts. These can be used on both 
Windows and Mac operating systems and will look the 
same on both platforms. 


FUTURA FONT FAMILY — PT OR BT 


Third party suppliers must use the Futura PT or Futura BT 
Open Type family or Bitstream family from the Paralype 
library (Foundry: Paralype). Users of Adobe Creative Cloud 
can use the TypeKit font sync capability (Book, Book Italic, 
Heavy and Heavy Italic). 
paratype.com/ pstore/ fonts/Futura-PT. htm 

or http:/ /paratype.com/btstore/ 


TRIPLEX SANS 


Third party suppliers must use the Triplex Sans Open Type 
family from the Emigre library (Foundry: Emigre) 
emigre.com/ OT-Volume/ Triplex 


Using these fonts will ensure compatibility with the templates 
supplied on brandworld.thalesgroup.com. 


<brandworld.thalesgroup.com>_53 


Brand standards » 3 Visual Identity » 3.3 Colours » Thales colour palettes 


3.3) 

Thales colour palette 
Colour is an important and ownable element of our GROUP COLOUR PALETTE 
identity system. The breakdowns given here have been 
specifically calibrated and tested, and should not be The two main Group colours, Thales dark blue and Thales 
altered or re-configured. light blue, have a direct correlation with the Thales logo. 
The colours shown here and throughout the ‘Visual These colours must be used at values of 100% only. 
Identity’ section have not been evaluated by 
PANTONE’ Inc. for accuracy and may not match the On internal pages of publications and online 
PANTONE’ Colour Standards. Consult current PANTONE’. documents/pages, the colours can be used with different 
Publications for accurate colour. PANTONE’ is the levels of transparency but not different tint values. 


property of PANTONE’ Inc. 
GROUP COLOUR PALETTE 


THALES DARK BLUE THALES LIGHT BLUE 


Pantone System (PMS): Pantone System (PMS): 
Pantone 2765 Pantone 3125 

CMYK (Four colour): CMYK (Four colour): 
C=95 M=90 Y=0 K=30 C=76 M=0 Y=10 K=0 
RGB (Screen): RGB (Screen): 

R=36 G=42 B=117 R=93 G=191 B=212 
Web: Web: 

#242A75 #5DBFD4 
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SUPPORTING COLOUR PALETTE 


Any complementary colours can be used within this palette. 


COMPLEMENTARY COLOUR PALETTE 


THALES VIOLET 
Pantone System (PMS): 
Pantone 675C 


CMYK (Four colour): 
C=30 M=98 Y=26 K=2 
RGB (Screen): 

R=180 G=37 B=115 


Web: 
#B42573 


THALES LAVENDER 
Pantone System (PMS): 
Pantone 7675C 


CMYK (Four colour): 
C=56 M=50 Y=13 K=1 
RGB (Screen): 

R=125 G=126 B=171 


Web: 
#7B7EAB 


LIGHT COLOR PALETTE 


THALES VIOLET 
Pantone System (PMS): 
Pantone 517C 


CMYK (Four colour): 
C=4 M=25 Y=0 K=O 
RGB (Screen): 

R=237 G=198 B=223 


Web: 
#EDC6DF 


THALES LAVENDER 
Pantone System (PMS): 
Pantone 7443C 


CMYK (Four colour): 
C=11 M=11 Y=2 K=O 
RGB (Screen): 

R=221 G=219 B=234 


Web: 
#DDDBEA 


THALES BLUE GREY 
Pantone System (PMS): 
Pantone 549C 


CMYK (Four colour): 
C=60 M=24 Y=20 K=0 


RGB (Screen): 
R=105 G=163 B=185 


Web: 
#69A3B9 


THALES BLUE GREY 
Pantone System (PMS): 
Pantone 656C 


CMYK (Four colour): 
C=12 M=6 Y=3 K=O 


RGB (Screen): 
R=221 G=228 B=236 


Web: 
#DDE4EC 


THALES CARBON 


Pantone System (PMS): 
Pantone 7546 C 


CMYK (Four colour): 


C=86 M=69 Y=50 K=46 


RGB (Screen): 
R=37 G=55 B=70 


Web: 
#253746 


THALES CARBON 
Pantone System (PMS): 
Pantone 428C 


CMYK (Four colour): 
C=24 M=17 Y=16 K=0 


RGB (Screen): 
R=194 G=198 B=201 


Web: 
#C2C6C9 


THALES GREEN 
Pantone System (PMS): 
Pantone 382C 


CMYK (Four colour): 
C=29 M=1 Y=100 K=0 


RGB (Screen): 
R=195 G=214 B=0 


Web: 
#C3D600 


THALES GREEN 
Pantone System (PMS): 
Pantone 7485C 


CMYK (Four colour): 
C=6 M=0 Y=23 K=0 
RGB (Screen): 

R=239 G=246 B=205 


Web: 
#EFF6CD 


THALES YELLOW 
Pantone System (PMS): 
Pantone 605C 


CMYK (Four colour): 
C=15 M=13 Y=100 K=0 


RGB (Screen): 
R=225 G=205 B=0 


Web: 
#E1CDOO 


THALES YELLOW 
Pantone System (PMS): 
Pantone 7499C 


CMYK (Four colour): 
C=5 M=7 Y=34 K=0 


RGB (Screen): 
R=242 G=229 B=179 


Web: 
#F2E5B3 
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COLOURS 


Downloads 


To ensure a consistent, high-quality appearance of our 
colour palette across a range of uses, you can download 
Adobe Swatch Extension (.ase) files. 


These files can be used in Adobe InDesign (CS2 and 
upwards), Adobe Illustrator (CS2 and upwards) and Adobe 
Photoshop (CS2 and upwards) on both Windows and 
Macintosh platforms. There are three ASE files provided: 

@ four-color print (CMYK) 

# print with spot colours (PANTONE®) 

@ RGB for digital use. 


See the rest of this colours section for guidance on usage. 


HOW TO USE ASE FILES 


These instructions apply to the latest versions of Adobe 
software. If you are using older versions, please consult the 
Help menu. 
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ADOBE INDESIGN IMPORT INSTRUCTIONS 


1. Find and download the ASE file required. Save it in a 
location where you can find it later. 


2. Open the swatches palette. 
3. Click the flyout menu and choose “Load Swatches.” 
4. Navigate to the ASE file you downloaded. 


5. The Thales swatches will be appended to your current 
swatches in InDesign. 


ADOBE ILLUSTRATOR IMPORT INSTRUCTIONS 


1. Find and download the ASE file required. Save it in a 
location where you can find it later. 


2. Open the swatches palette. 


3. Click the flyout menu and choose “Open Swatch 
Library” then “Other Library.” 


4. Navigate to the ASE file you downloaded. 
5. The Thales swatches will open in a new swatch palette. 


When you use a swatch from this new palette it will 
automatically be added to the document swatches. 


ADOBE PHOTOSHOP IMPORT INSTRUCTIONS 


1. Find and download the ASE file required. Save it in a 
location where you can find it later. 


2. Open the swatches palette. 
3. Click the flyout menu and choose “Load Swatches.” 
4. Navigate to the ASE file you downloaded. 


5. The Thales swatches will be appended to your current 
swatches in Photoshop. 
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¢4.1) 


PHOTOGRAPHY 


Information 


Ensuring a consistent style and quality of photography 
strengthens the Thales brand across all areas of the 
business. 


The best way to ensure that your imagery reflects the brand 
and our photographic style is to use images from Thales 
Brand World. We will be adding photographic assets to 
Brand World on an ongoing basis and these will conform 
with the guidelines. It may be, however, that you cannot find 
the specitic image until the Library is of a sufficient size. In 
this instance please refer to the guidelines below or contact 
the local or central brand team for guidance. 
brandworld.thalesgroup.com/brand/ contacts 


Our photography checklist will help you to understand how 


to choose and commission photography in keeping with the 
brand guidelines. 


IMAGE LEVELS 


We have identified three separate levels of photography 
within Thales: 


# Advertising styled images 
# Context images 


# Simple product shot 
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1. ADVERTISING STYLED IMAGES: 
GROUP, MARKET, CAPABILITY 
AND PRODUCT 


Images in this style have generally been commissioned 

for advertising campaigns but can be used across all 

our communications. Although no specific rule applies, 

this imagery is usually used as a ‘centre piece’ for our 
communications material, including advertising, high- 

level graphics on exhibition stands, display areas on our 
sites, front pages on brochures, Group and country level 
communications, website entry pages and so forth. It has a 
very distinctive style (see example below) and is available 
from the Thales Brand World library. 


If an advertising styled image doesn’t exist in Brand World, 
please discuss your requirements with the central or regional 


brand contact. 


\ (bbe 
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2. CONTEXT IMAGES: STANDARD 
GROUP, MARKET, CAPABILITY AND 
PRODUCT IMAGES 


Where photography is required to represent our markets, 
capability and products in situation please use the 
Thales Brand World library or use the guidelines below 
to commission photography that is in keeping with our 
guidelines. 


Our products and platforms range from ‘black boxes’ to 
vehicles, so having definitive standards for every image is 
difficult. Applying the principles set out below will ensure 
consistency in our approach. 


PLATFORMS: 


@ Show the relevant platform or product in use, e.g. in 
battlefield, at sea, in air etc. 


@ Avoid having more than one subject/focus — do not use 
multiple images to create montages. 


@ Focus on the relevant platform /product. 


@ Be realistic in tone — situations or scenarios should be 
authentic and situational scenes should demonstrate our 
services or products. 


# Avoid metaphors — images that are literal metaphors, 
such as stairs to represent an upwards career path or 
signposts to represent choice should not be used under 


any circumstances. 


# Engage the viewer in the action of the situation 
or scenario. 


Some examples are shown on this page for reference 
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3. SIMPLE PRODUCT SHOT 


When showing a product itself in isolation, it is 


important to follow the guidelines for commissioning 
product photography: 


a 


id 


6 


o 


Products must be photographed in isolation and 
separately unless it makes sense to create a ‘packshot’ 
due to the size of the products 


Products must be shot against a solid colour background 
so they can be easily cut out from the background, 


i.e. dark coloured products on a white or very light 
background, light coloured products on a dark 
background 


Products must not be used on communications without 
being cut out and placed on one of our approved 
backgrounds. These have been created to fulfil the 
specific requirements of markets and product ranges 
and ensure a consistent appearance of Thales products 
across the company 


Products may appear separately within a brochure but 
datasheets but must always be “squared up” and aligned 
with an approved background. In some exceptional 
cases, it is permissible to use a large product image cut 
out without a background to add design emphasis - i.e. on 
front covers 


Products must not appear separately or cut out on the front 
of any brochure/datasheet etc. When used on a cover, 

a product must be squared up and shown on an 
approved Thales background. It must not overpower the 
main cover image and must only be used to complement 
the main image. Product images should, in the main, only 
be used on inside or back cover pages 


Some examples of product photography are shown 


on this page. 


When producing new photos, please share them on 
Thales Brand World with relevant keywords. 
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PHOTOGRAPHY 


Commissioning 


Where possible, use the Thales Brand World library to 
select images. 


If the images you require are not available, 

hiring a professional design studio/photographer 

is recommended. The list of official suppliers is available 
on the Communications department intranet. 


LICENSING 


When commissioning a photographer, you must ensure 

that the studio/photographer licenses Thales to use the 
photographs on all future Thales work and not just your 
current project. It is also vital to ensure the license extends 

to the Group worldwide. The license must also cover any 
possible use of the image on any Thales work not just printed 
or digital communications only. 


In some locations it may be necessary to obtain licences 

to conduct photography. This must be clarified prior to the 
shoot. Given the sensitive or secure nature of some of Thales 
customers, it is essential that no country-specific laws or 
regulations are contravened. 


MODEL RELEASE 


If the studio/photographer is not commissioned to collect 
data protection information on our behalf, you must ensure 
that the correct model release forms are in place. 


For further clarification contact the local, regional or 
central brand team. You should also check local law as 
data protection rules vary in some countries 
brandworld.thalesgroup.com/brand/ contacts 
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BEFORE COMMISSIONING 


Before commissioning, here are some of the things you 
should consider: 


WRITE A BRIEF 


A clear concise brief should be prepared, discussed 

and agreed before the shoot. This should provide the 
photographer with all the details of your needs, a task list 
and explanation of what you are trying to achieve. Briefs 
can also contain Tear Sheets (samples of the types of 
imagery to mimic for style or composition). 


AGREE A CONTRACT 


Drawing up a contract ensures that you and your 
photographer have a common legal agreement on what is 
required and the cost. You should complete this before you 
begin your photo shoot and each keep a copy as a record 
of the agreement. 


THINK ABOUT YOUR COMMUNICATION 
AND AUDIENCE 


Think about the message you want the images to convey to 
your audience and discuss with the photographer. Try not to 
be vague or too literal. 


DISCUSS YOUR IDEAS WITH YOUR 
STUDIO/ PHOTOGRAPHER 


Discuss your ideas with your photographer and show them 
examples of Thales images to ensure they become familiar 
with our visual style. 


PREPARE RESOURCES 


Think about the resources you will need. This will involve 
areas such as selection of models, approval of locations, 
organisation of logistics, collation of materials/props to be 
used, permissions, changing areas on location, hair and 
make-up, translators etc. 

If you would like to organise a photo shooting at a 
Thales site, please contact a Thales security officer in 
advance in order to get approval for the shooting. 


ALLOCATE SUFFICIENT TIME 


Allow sufficient time to ensure you are getting the desired 
results. Take your photographer's guidance on the number 
of subjects that can be photographed during the course of a 


single day. Do not underestimate the amount of time needed 


to allow for set-up and for test shots to be taken. 


DELIVERY OF FINAL PHOTOGRAPHY 


Most studios/photographers will only shoot in digital format 


now. It is important, however, prior to the shoot and within 
the brief and contract, to specify the Thales requirements for 
digital photography. These guidelines will not be unfamiliar 
to photographers and they may have their own additional 
suggestions. If you are in any doubt, please consult with the 
central brand team for clarification. 
brandworld.thalesgroup.com/brand/ contacts 


Our guidelines to studios/photographers for delivery of 
digital photography are: 


# Images should be shot on high resolution professional 
digital-SLR cameras of at least 10 megapixels (but 
preferably 12 or 16). 


@ Images should be provided on DVD-ROM, hard disk or 
a secure cloud service (that is approved for use by the 
Thales IS guidelines) as RGB colour fine quality JPG files 
colour balanced. 


# Minimal sharpening should be applied to the images 
in-camera as it is expected that additional unsharp-mask 
will be applied to the photograph at the reprographic 
stage. The degree of unsharp-mask will vary depending 
on the size the image is to be scaled to and reproduced 
at. Advice should be sought from the printer or 
reprographic house. 


@ The choice between shooting in RAW, TIF or JPG is a 
matter for your own workflow. Shoot in RAW for maximum 
control in post-processing. If shooting in JPG, always use 
the ‘Fine’ (least compressed) setting. Modern professional 
DSLRs produce excellent JPGs, which are visually 
indistinguishable from RAW or TIFF. 


# Capture images at as low an ISO setting as practicable. 


@ Before working on fine JPGs, they should first be resaved 
as TIFs or another non-lossy format, e.g. PSD. Never 
resave JPGs in JPG format — this will result in permanent 
loss of data and degraded image quality. 


@ RAW files should be checked for correct exposure, 
colour cast, etc, and any adjustments should be made 
at this stage. 


# Do not over-crop in camera — a bleed allowance is 
always required. 


TAKING YOUR 
OWN PHOTOGRAPHY 


Photography using smartphones or tablets is actively 
discouraged. Photography taken with these devices will 
not be high enough resolution to be used for promotional 
purposes and is difficult to keep within photography 
standards. The exception to this rule is for use with social 
media if necessary. 


Bear in mind usage rights when taking photography. 

A high proportion of Thales products and locations contain 
commercially sensitive content and as such usage rights 
should be considered in all situations. 


For any advice or clarification please contact the 
local or central brand team 
brandworld.thalesgroup.com/ brand/ contacts 
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PHOTOGRAPHY 


Data protection 


Whenever you are capturing images that include people 
you must have the individual’s permission to use their 
image. In the case of children or minors you will need 

to get the permission of the child’s parent or guardian. 
Always check with your legal advisor for any local legal 
requirements regarding data protection or rights usage. 


Thales Group policy (and legal obligation) is to apply the 
Data Protection Act 1998 (DPA) globally, except where part 
or all of any local law is stronger. All data protection law 
aims to protect people's rights and privacy and, ensures 
that organisations which handle personal information do 

so responsibly in line with principles of good information 
handling. In this section we are concentrating on protecting 


people’s rights in terms of photography and film. 


COLLECTING CONSENT 


Photographing or filming individuals is the collection of 
‘personal data’ and therefore falls under data protection 
rules. In most cases we need to get the individual's consent, 
and fully inform them of how their image will be used. The 
easiest way to do this is to ask them to sign our standard 
consent form, 


CONSENT FORM 


The consent form covers all uses of photography and 
recordings. Parents or guardians should sign the form on 
behalf of individuals under the age of 18. 


Data protection forms must be kept on record as proof 


of our rights and the subject's consent. Check local legal 
requirements. 
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DATA PROTECTION FAQS 


WHEN DO DATA PROTECTION IMPLICATIONS 
NOT APPLY? 


Data protection implications do not apply if: 

@ The person photographed or filmed is no longer alive 

@ If you are unable to recognise the person, for example, 
if you can only view the back of someone's head or their 


image is very blurred 


Be extra careful, however, with children (under 18 years). 
A school uniform, for example, might make them identifiable. 


DO YOU ALWAYS NEED WRITTEN CONSENT? 
Not always. Written consent is not required if: 
It is reasonable to assume that the person is aware that 


their photograph may be published and that neither the 
photograph itself nor the context in which it is used could 


cause any potential harm or distress to that person. 


DO | NEED TO USE A CONSENT FORM FOR 
GENERAL PHOTOGRAPHY AT EVENTS? 


Prior to the event, if possible, advise that a photographer will 
be present on the registration form or letter. 


At the event, use appropriate signs to let attendees 
know that: 


# A photographer will be present. 


# How the photographs will be used. 


# How people should make themselves known if they do not 
want to appear in publicity materials. 


For example: 


@ "Thales Group is using a professional photographer at this 
event. The photographs may be used for marketing and 
promotion in our publications and on our digital channels. 
If you do not wish to be photographed please let the event 
organisers know.” 


If you want to specifically focus on an individual at an 
event or will be using their name, the photographer should 
ask them to complete the relevant consent form. 


Whether you need to seek consent or not, you must always 
make sure that any photographs are not used out of context 
or to the detriment of someone's character. 


PHOTOGRAPHING SCENES IN 
THE PUBLIC DOMAIN 


In a public place people have a lower expectation of 
privacy. So, for instance if you are taking photographs to 
show what itis like in a city, this should not cause a problem 
in terms of data protection. 


Please be aware that in some countries certain laws apply to 
public domain photos — for instance in Australia you cannot 
take any photos within the Circular Precinct in Sydney or in 
Sydney Olympic Park without prior consent. If in any doubt 
contact local brand teams for more information. 


However, these photographs must not be used out of 
context, and there must be no reason to believe that damage 
or distress could be caused to the people appearing in the 
pictures. Bear in mind any inferences that may be made 
about a person. If in doubt, do not use the photograph. 


CAN PEOPLE WITHDRAW THEIR CONSENT? 


For consent to be valid it must be freely given, which means 
that people have the right to change their mind. 


If somebody asks you not to use their photograph, you must 


give consideration to all the circumstances before deciding 
what action is practical and reasonable. 


<brandworld.thalesgroup.com>_67 


Brand standards » 4 Applying the Brand » 4.1 Photography » Copyright and image rights 


¢4.1) 


PHOTOGRAPHY 
Copyright and image rights 


If we have the copyright to something, this generally 
means we have the rights* of ownership to a piece of 
work, in this case photography. 


It is very unusual for a photographer to assign copyright to 
a client, although they may grant a total buy out. This means 
that they are willing to let you use the images they capture 
for any use, forever, with no time restrictions, or additional 
fees whilst retaining copyright. 


Be mindful of local legislation in this area. If in doubt 


about legal rights, contact your local or central brand team. 


brandworld.thalesgroup.com/brand/ contacts 


When reproduced, published or printed, all images must 
be credited with the correct copyright information, usually 
the name of the photographer and/or image library, 

for example: 


® John Doe/|Images Inc. 


The copyright information can be printed on or next to the 
image itself or as a list at the back of a document, detailing 
the page number the copyright refers to. 


Online, meta tags can be used to display copyright 
information, but it is not good practice to include it within 
Alt tags. 


If you are commissioning photography it 
is important that you negotiate the rights 
for usage with the photographer before 
committing to any services. Once images 
have been shared through the network 

it is very hard to control their use. If you 
have agreed to only very limited rights 
to the images this will then expose the 
organisation to the risk of being sued for 
copyright infringement. It is always best 
to negotiate the widest possible rights for 
image use. 
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PHOTOGRAPHY 


Stock photography and 
commercial image libraries 


f you cannot find the image that you require in the Thales 
Brand World library and do not have the necessary budget 
ora commissioned photo shoot, you can purchase an 
image from our approved photo library 
www.istockphoto.com 


iStock is a professional source for royalty-free stock images, 
media and design elements from the Getty group. A contract 


is in place to ensure competitive rates. 


We have a Thales global account with prepaid credits and 
users thoughout the communications network with accounts. 


To find out who holds the account in your region contact the 
ecomms shared service or your regional brand contact. 


Care should be taken when purchasing images to avoid 
generic or staged imagery. The downside to using stock 
imagery to represent specific areas of our work is that it is 
not authentic and does not reflect our photographic style 
and does not show our offices, locations or people. 


CONSIDERATION WHEN 
OBTAINING IMAGES FROM iSTOCK 


Make sure that the licence agreement for the image covers 
how you are going to use it (print, web, digital, above the 
line, below the line) and the regions that you wish to use, 
often quantities of publications. 


Consider if the style of the image reflects our organisation's 
photographic style produced will affect the cost of the 

image. If you use an image outside of its licence agreement 
you can incur heavy fines from the photographer and agent, 
this is fast becoming an enormous revenue generating area. 


Check the small print of the licence agreement terms 
www.istockphoto.com/help/ licenses 


ost image banks do not allow images to be shared or 
stored through a content management system, such as 
Drupal. Most licence agreement terms state that, if an image 
can be shared, it can only be shared with a maximum of 

a small number of users, usually never more than ten. An 
image that is stored on any of the Thales Group Content 


anagement Systems (internet or intranet) would be 
available to all our global users, which could result in a 
breach of the licence agreement. If in doubt please ask for 
clarification from iStock informing them of your exact usage 
and regions of use. Ensure you make the central brand team 


aware of any images purchased; they can help you monitor 
any digressions throughout the network which may affect 
your licence agreement. 
brandworld.thalesgroup.com/ brand/ contacts 


Licence agreements may only be for a limited period of time. 
If your licence agreement has an expiration date, you must 
ensure the image is no longer in use by that time. To minimise 
risk, these time-bound agreements are best avoided as 
once an image is shared on our network it is very difficult to 
monitor and control. 


Always ensure that the copyright for the image is correctly 
displayed on your published materials. Meta tags can be 
used to display copyright information on the web. 


GOOGLE AND OTHER SEARCH 
ENGINE IMAGES 


You must not under any circumstances use images for 
internal or external use that are obtained from a Google, 
Bing, Yahoo or other search engine set of results. 


The majority of these images will be under copyright and 
any usage will be illegal and open to prosecution. 


The images will also not be of suitable quality. 


The simple rule is DO NOT use search engines for image 
searches. Use only the Thales Brand World library or 
iStock recommended commercial image libraries or 
commissioned photography. 
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EXHIBITIONS AND EVENTS 


An exhibition space is an exciting opportunity to express 
our brand personality in a tangible, three-dimensional 
environment. 


It’s about demonstrating what makes us different and 
why we are the leaders in our industry. 


The way we look and behave at exhibitions and trade 
fairs can make all the difference to our company in 
terms of creating business relationships, increasing 
sales and generating new leads. We have therefore 
created this set of standards to help you bring our brand 
to life in an engaging and dynamic fashion that reflects 
Thales consistently across the globe. 


WHAT THIS SECTION COVERS 


4.2.1 Introduction 

4.2.2. The Thales environment 
4.2.3. Branding the environment 
4.2.4. Materials and specifications 
4.2.5 Some examples 
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EXHIBITIONS AND EVENTS 


Introduction 


This document is a collaborative tool that drives 
our overall exhibition design approach and defines 
our day-to-day decision making. 


PURPOSE FOR AGENCIES 


Exhibitions provide us with the perfect opportunity to Please submit designs for any exhibition environment to the 
bring our brand to life in a tangible, tactile way within a Thales contact who issued the brief in the first instance. 
physical environment. 


They are an important tactic within our marketing mix that 
provide us with unique engagement experiences for our 
customers and prospects, helping to drive retention and new 
customer acquisition. 


The Thales Exhibition Design Standards book has been 
developed to deliver global brand consistency and ensure 
standard practices are implemented across all exhibitions 
in all regions. It provides simple rules, best practices and 
examples that can be used across the event programme to 
create an impactful overall impression of our brand. 


This consistency is not limited to the physical design and 
production of the exhibition stand but also covers layout, 
messaging, form and function so that every element interacts 
harmoniously and expresses our brand personality. 


An additional benefit of adhering to a set of established 
Standards around the globe is the achievement of greater 


cost efficiencies. As all design is standardised this will 
enable Thales, partner and supplier time efficiencies, 

which in turn also greatly aid procurement in their role. This 
benefit is supplemented through efficiencies of standardised 


production and aligned materials and the ability of partners 
to reuse stand elements which will deliver cost savings over 
time. 


The Standards set out in this document must be used for 


all exhibitions of any size, geographic location, entity 
and product line and by all exhibition agencies. 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


ZONING PRINCIPLES Our spaces are light, efficient, well considered and 
follow the Thales corporate principles. 

Our spaces require careful and meticulous planning to _ 

maximise the potential of the exhibitions we book. @ The space must always be oriented towards the main 

traffic flow of the event. 

Zoning of each space must always consider the customer _ 

experience, be simple to navigate and deliver on @ There must be a high level of brand visibility from the main 

functionality. approaches. 


@ The stand must be open and inviting from the main 
approaches. 


# Aclear route to the reception area must be delineated. 


2 Sufficient space for product demonstrations must be 
allocated and these must be clearly defined. 


@ Private meeting and hospitality spaces with controlled 
access need to be included. 


@ There needs to be separate technical and store rooms 
(where space permits). 
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COLOUR PALETTE 


The consistent use of selected colours plays an 
important role in our overall visual identity. 


Our refined colour palette allows us to stand out as an 


individual or to fit in with our partners. 


LOGO COLOURS 


THALES DARK BLUE 


Pantone System (PMS): 
Pantone 2765 


CMYK (Four colour): 
C=95 M=90 Y=0 K=30 
RGB (Screen): 

R=36 G=42 B=117 


Vinyl: 
Multifix 5018 


THALES LIGHT BLUE 


Pantone System (PMS): 
Pantone 3125 


CMYK (Four colour): 
C=76 M=0 Y=10 K=0 


RGB (Screen): 
R=93 G=191 B=212 


Vinyl: 

Avery Supercast 
Peacock Blue 
91593A 


Our visual identity has an established colour palette for 
all materials used at exhibitions. 


In order to reflect our brand correctly, it is of crucial 


importance that we use these colours consistently across the 
globe. 


OTHER STAND COLOURS 


SILVER GREY PURPLE 
Pantone System (PMS): Pantone System (PMS): 
Pantone 877 Pantone 7671 


CMYK (Four colour): CMYK (Four colour): 
C=48 M=38 Y=39 K=3 C=81 M=85 Y=10 K=3 


RGB (Screen): RGB (Screen): 
R=138 G=141 B=142 R=83 G=69 B=136 
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The Thales Environment 


Our graphics represent industries and objects that help 
to depict the stories we tell about our brand. These can 
be used for navigational or illustrative purposes across a 
number of digital and print formats. 


EXHIBITIONS AND EVENTS 


Signage hierarchy/ graphics overview 


SIGNAGE TIER 1 TIER 2 TIER 3 EXAMPLE 
TYPE TOP LEVEL HIGH LEVEL MID LEVEL LOCATIONS 
Overhead structure, 
Group-wide qe No Yes top of high walling 
messaging & strategic mid level 
locations 
Suspended graphic 
Market messaging No Yes No eupe ot iaige 
format wall mounted 
graphic 
Suspended graphic 
Product zone No Yes Yes cube or wall 
mounted graphic 
Product name No No Yes peal oe 
or on demo plinth 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Signage hierarchy/ graphics 


Our messaging and graphics must be placed 
prominently towards the main approach of the space. 


We have a specific messaging hierarchy that needs to be 
communicated. 


Group Wide Messaging 
(TIER 1) 


Market Messaging 
(TIER 2) 


Product Messaging Market Messaging 
(TIER 3) (TIER 2) 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Signage hierarchy/ graphics: Tier 1 


Our messaging and graphics must be placed GROUP-WIDE MESSAGING 
prominently towards the main approach of the space. 
Group-wide messaging is shown at the top level (tier 
We have a specific messaging hierarchy that needs to be 1) of the stand and at strategic mid level locations. The 
communicated. messaging is the Thales logo and the strapline Together 
Safer Everywhere. 


Group Wide Messaging 
(TIER 1) 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Signage hierarchy/ graphics: Tier 2 


MARKET MESSAGING AND PRODUCT ZONE 


Market messaging is shown at high level (tier 2) and acts Product zone messaging is shown at high level (tier 2) but 
as a focal point with a clearly defined break from the Tier ] also mid level (tier 3) depending on the design parameters. 
messaging. 


Market Messaging 
(TIER 2) 


Wherever sofety ond 
security matter, we deliver 


Product Zone Messaging 
(TIER 2) 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Signage hierarchy/ graphics: Tier 3 


PRODUCT ZONE AND PRODUCT NAME 


Product zone messaging is shown at mid level (tier 3) but 
also high level (tier 2) depending on the design parameters. 


Product names are shown at mid level (tier 3) and are 
placed in a manner that offers good visibility and 

a close positioning relationship to the physical product 
or product demo. 


Product Names 
(TIER 3) 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Signature elements - overview 


Ownable design signatures become recognisable brand We have a series of signature elements unique to Thales 
assets in their own right. that run through our event design, creating a connected, 
recognisable physical language. 
Using these elements as a signature makes our events 
recognisable and ownable in a refined, understated 1. Overhead branded structure 
manner that stands out. 
2. Welcome desk and purple feature wall 


3. Floor surface inlays 


4. Product displays 
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ay be single or 


multi-facet, depending on site location orientation and 


adjoining spaces. 


The overhead branded structure is finished in white and 
provides a suitable location for the Group wide (Tier 1} 


height messaging. 


The overhead branded structure mus 


always be in a linear 


fashion and must not incorporate curves or multi-height 


facades. In instances where a more 


‘imposing’ presence is 


required and where budget allows, it is permissible to create 
‘Arch’ structures sympathetic to the style shown. The design 


MUST compliment and comply with 
other aspects. An example is shown 


the main standards in 
in section 4.25. 


Self Supported 


THALES. 


‘Eee 


Hanging 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Signature elements - overhead branded structure 


As an option, you can incorporate white vertical sections to 
create a visual connection to the overhead structure. 


The vertical sections may also be utilised for zone 
identification, digital content presentations and, when 
appropriate, to feature demo areas. 


Vertical sections are often required to provide support, but in 
some instances they may need to be fully independent — for 
example, where rigging is not permitted in structures that are 
also connected to the floor. (Event/venue regulations must 
be checked by designers in each instance). 


The stand header should be created to a height that looks 
‘visually balanced and well proportioned’ with the rest of the 
stand whilst giving the correct clear area around the logo 
and the strapline. 


THaLe 


Self Supported 


Hanging 


¢4.2.2> 


EXHIBITIONS AND EVENTS 


The Thales Environment 


Signature elements - welcome desk and purple feature wall 


The welcome desk takes on a two-tone visual For stands <20 sqm, the welcome desk can be more simple 

appearance in white and grey (PMS 877) with and white only (e.g. if rental material). 

scalable features to suit the available floor space. The 

lettering ‘Welcome’ must be easy to see and placed It is important to provide a suitable backdrop to our 

on the top left or right corner of the front of the desk. welcome desks to create a visual point of focus* 

See the illustrations shown here for suggested desk 

configurations. The backdrop width is governed by the width of the floor 
inlay and is always finished in the purple colour (pantone 

The desk must meet the following criteria: 7671C) to offer a visual connection with the floor finish. The 
backdrop should also feature either the logo or logo and 

# Iwo-tier counter strapline. An optional screen can also be added. 

# Recessed base plinth/kicker *In instances where a reception desk is not required (due to 


space or other factor), the feature wall should be retained. 


# Space for legs and bin 

@ Lockable doors (keyed alike) 

@ International power provision 
# Cable management integration 


@ Fridge (only when combined welcome/ 
hospitality bar is used} 


# Coffee machine (only when combined welcome/ 
hospitality bar is used} 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Signature elements - welcome desk and purple 
feature wall 


The welcome desk must be prominently located with 
sufficient space around it. 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Signature elements - floor surface inlays 


The method and approach of how we install flooring is 
created in line with our zoning principles. 


The zoning of the space should result in a direct pathway 
o the welcome desk or run throughout the entire space to 
create a customer journey. 


Depending on the environment, this is then filtered down 

into colour and material decisions. For example, while a 
aminate floor in a bar service area may be considered 
more practical, it’s still important to combine practicality with 
he right design look and feel. 


Practical requirements: 


@ Use 100mm or 50mm raised platform floors where 
possible to ease cable distribution 


@ Fit black skirting to the edge of platforms with natural- 
finish, aluminum angle edging 


2 Awheelchair access ramp should always be added to 
raised floors and must meet venue-specific requirements 


2 Where raised floors are not used for geographic 
practicalities, fit a double layer of under-carpet padding 
to reduce cable visibility 


2 Carpet, when specified, should be a flat uniform colour 
without a mottled effect. 


@ For instances where it is impossible to source the correct 
purple carpet - a grey carpet should be used throughout. 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Signature elements - product displays 


Our product display units are designed to be fully The zone name is displayed on the vertical sections or on 

reconfigurable and interchangeable. purple displays, and the solution / capability is displayed 
in the horizontal solid purple band. Refer to the ‘text layouts’ 

The multi-height base unit design features a large horizontal section of this document for details and exceptions. 

aperture creating enhanced airflow and space to place 

product-related publicity when required. Specitic product text should be displayed on product cards. 


See ‘text layouts’ section for details 
The optional, bolt-on, angled screen element has been 


created in different sizes to offer enhanced product Mandatory technical inclusions are as follows: 
messaging to larger, low-height, plinth-based product 

display. @ lockable doors (keyed alike) 

The optional screen mounting backing panel with vertical @ International power provision 

integrated cable management allows neat and easy 

mounting of screens. 4 Cable management integration 

The transparent dividing panels with purple tint film are 2 Airflow/ventilation fans 

utilised in displays that are not located directly against a 

solid wall surface to provide a division but without a visual 2 The examples that follow are of suggested display 
block. configurations. 
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Product messaging 


Please refer to tier 3 

the production 

material ; ‘ 

specifications Solid grey fascia fully Satin acrylic feature 

in section 4.2.4 interchangable semi-transparent 
backdrop 


Low level seating 
2.4 Spec totem 


Optional 
back panel 


Additional attachable 
angle screen 


Counter top caps Lockable doors Cable management case Stool seating 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Signature elements - product displays 


Single freestanding unit using 
Single freestanding unit using base elements base elements backdrop and screen 


Back to back counter configuration - 2800 wide Large product display unit using base elements 


Counter unit height 300, 500, 700, 900 - 2800 wide Low level seating with leg room under counter - 2800 wide 
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Freestanding display units - 2800 wide Back to back configuration - 1400 wide 


THALES 


Large product display plinth - 2800 wide Wall configuration 
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To ensure modularity all display units must be 


constructed as shown. 


100 


002 


| 700 or 500 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


700 or 500 


Side Elevation 


[ 


900 


Section view 


Signature elements - product displays 


-- 


1400 


Plan 


1400 


1400 


Fil —__+ 
i + 
g Epsum Lorum Ipsul Epsum Lorum Ipsul 
a Info screen display 
[_ Large product display / 
/ / =] =l, : 
[__ eps toro at 
Cit I 
: | 
—— 
4 g 
= | — 
— sf + sf as 
Front Elevation L« ae a a a 
a an 7 
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—— Acrylic sheet 


Cable management —, J 
facia \ a 


Cable access to base —— 
* 


\ Acrylic sheet 
— fixing point 


Airflow —~ 


Cable management aperture ——. 


Xx 
‘\— Cable management aperture 


DETAIL TOP VIEW 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Meeting rooms/ Hospitality areas 


Our meeting/ hospitality areas need to follow a defined 
set of rules to create a look and feel that is both on brand 
and inviting to our customers. 


AMBIENCE 
Meeting/hospitality areas need to be comfortable and 


easy to be in. Creating a sense of spaciousness |n these 
spaces helps to create the right ambience. 


AUDIO VISUAL (OPTIONAL) 
As audio visual is a important part of our interactions, 


meeting/hospitality areas need to have connectivity as well 
as power and cable management carefully organised. 


FURNITURE USAGE 


It is important to use the right type and quantity of furniture 
in order to maintain both comfort and circulation space in 
our meeting/hospitality areas (style and materials will be 
detailed in the furniture section). 
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CLIMATE CONTROL 
Ifa meeting/hospitality areas is enclosed, air conditioning 


methods and other climate control aspects need to be in 
place. 


DECORATIVE FINISHES 


To create a consistent look and feel, we have a defined set 
of decorative finishes that need to be used. 


BRANDING & GRAPHIC TREATMENTS 
It is important to find the right balance of branding and 


graphic treatments. Avoid overusing one or the other — they 
must work harmoniously together. 


FINISHING TOUCHES/ DETAILS 


Make meeting/hospitality areas more inviting by, for 
example, utilising floral displays and/or plants in the spaces. 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Hospitality areas/Bar counter 


The bar counter takes on a two-tone visual appearance 
with scalable features to suit the available floor space. 
Below are some preferred configurations: 

The bar counter will meet the following criteria: 

2 White with either grey or wood effect finish 

@ Iwo-tier counter 

@ Recessed base plinth/kicker 

@ Open shelving and lockable door sections (keyed alike) 
@ International power provision 

# Cable management integration 

@ Fridge 

# Coffee machine* 

@ Sink (if required) 


2 Waste bin 


Bar specification and layout should be checked with the 
chosen caterer prior to production. 


*Specific consideration should be given to the size and 
style of the coffee machine and it’s components so that it is 
integrated. Often a section of the top tier will need to be 
removed to enable this. 
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;— Coffee 
Machine 


190 


650 
+ 


320 


SIDE ELEVATION 
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1000 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


e e 
Hospitality areas/Bar counter 
Fridge ————_, Bin —, Coffee Machine —, 
Placement \ \ \ 
1 j \ 
\ \ mr MA LD 
\ \ O O O 
{ ‘ i \ 
\ \ \ 
665 350 350 \ 435 \ 
\ \ 
Ip —Ht Ir W 
| \ 
‘ 


Lt 


REAR ELEVATION 


wa 


2435 
se 


645 


PLAN 


900 


FRONT ELEVATION 


1200 


The word ‘WELCOME’ should always appear on the right side of the counter front 
(in all cases). This should be positioned 65mm from top and 65 mm from the right- 
hand side (edge of E }. The font should be Futura Demi, positioned as shown in white 
lettering, with a cap height of 57mm. 


lt is permissible to use either upper or lower case. 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Reception/ Bar counter combined 


Fridge space —— 


Adjustable shelves 


Bin placement 
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Storage room recommended minimum sizes as follows: 
# Small stand — 2sqm 

@ Medium stand - 2sqm 

@ Large stand - 5sqm 


@ Extra large stand - 1Osqm 


Storage room mandatory technical inclusions as follows: 


@ A-tier shelving units (minimum two) 
@ Mirror 

@ Coat hooks/rails 

2 Waste bin and liners 


@ International electrical outlets 
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EXHIBITIONS AND EVENTS 


The Thales Environment 


Storage/Technical rooms recommendations 


Technical room recommended minimum sizes as follows: 
2 Small stand — integrated with storage room 

#@ Medium stand - integrated with storage room 

@ Large stand — 3sqm 


2 Extra large stand - 5sqm 


Technical room mandatory technical inclusions as follows: 
2 4-tier shelving units (minimum one) 


2 International electrical outlets 
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EXHIBITIONS AND EVENTS 


Branding the environment 


Logo representation on a Thales stand 


Our brandmark is a recognisable signature to be used 
across all touchpoints. 


It reflects our humble nature and links to our heritage. 


Because the logo is such a recognisable and highly 
visible brand asset, it is vital that it is always applied 
consistently, wherever it appears, to build equity and 
recognition. 


The Thales logo is one of the structural elements of 

our brand's graphic guidelines. It is an emblem which 
incorporates the company name and embodies our values. 
The logo's shape, artwork and colours make it unique. 

It belongs to a homogeneous graphic palette, of which 

it is the cornerstone. 


All the elements contribute to the logo's originality and they 
must be respected at all times and in all cases. 


THALES 


<brandworld.thalesgroup.com>_95 


Brand standards » 4 Applying the Brand » 4.2 Exhibitions and Events » 4.2.3 Branding the environment 


64.2.3) 


Used in a variety of ways, our strapline is an important 
asset for understanding the Thales brand and helps us 
show our intelligence through concise messaging. 


Our strapline must be used at Tier 1 on all stands. 
Consistent use of colour, adaptive sizing and proportions 
in its application helps to build a strong, ownable visual 


language for the brand. 


# For Tier 1 messaging the width of the strapline is always 
the same width as the logo: "WL=WS" 


@ |t can appear either before or after the logo 
@ The strapline must always appear on a white background 


# One exception: can appear whiteout on a purple 
background (pantone 7671 C) 


# Colours for primary use — Pantone 2765 
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EXHIBITIONS AND EVENTS 


Branding the environment 


Strapline representation on a Thales stand 


For Tier 2 and Tier 3 applications the logo and strapline 
must appear together as a logo element supplied by 
Thales. In this format the strapline falls short of the width 
of the logo as shown. Only use the supplied vector file — 
DO NOT RECREATE. 


@ It can be shown as a statement in key locations e.g. 
behind reception. 


THALES 


Together ¢ Safer e Everywhere 
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EXHIBITIONS AND EVENTS 


Branding the environment 


Logo representation on a Thales stand 


The formula for using the Thales strapline is “WS=WL” if DO NOT: 
W is width, S is strapline and L is logo. 


Separate the strapline from the logo except when used for 
Always use the approved supplied file from Thales. Tier 1 high level branding. 
Strapline must be centred vertically # Curve the strapline 

@ Stack the words 

@ Have any words larger than others 

2 Feature strapline without dividing bullets 


@ Retype strapline, always use supplied, approved file 


@ Change colour (always use dark purple or all white out) 


me Together * Safer © Everywhere 


1€ ---------------------------------------- > 


This is only applicable if the strapline is separated from the logo and used at Tier 1 
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EXHIBITIONS AND EVENTS 


Branding the environment 


Logo and strapline production 


Our logo and strapline are a vital element of our identity 
and must therefore always be used in full colour ona 
white background at the top level of the stand. 


The correct protection area surrounding the logo must 
also always be observed. 


When producing our logo, there are a number of options: 
@ Printed self-adhesive cut vinyl 

@ Profile cut 3D letters with printed faces 

@ Profile cut 3D letters with printed faces 

@ LED spill lighting (LED colour temperature 6000K), fret cut 


back illuminated with printed faces (ensure colours are 
correct when illuminated) 
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Our imagery when combined with messaging supports 
our customer proposition and is of significant 
importance. 


Placement of key content — audio visual material and 
brand imagery — is a vital part of the design creation 
process and must never be overlooked. 


USAGE 


We have a media library of images that can be adapted for 
use at exhibitions and events, which we have the rights for. 
They have been specifically selected for their consistency in 
look and feel. 


ACCESS 


All photography and other images used to represent the 
Thales brand at events must be obtained from our Thales 
Brand World. 


Requests for artwork should be sent to the Thales branding 
agency who will amend and resize the images to the 
specific application. 


Image use 


EXHIBITIONS AND EVENTS 


Branding the environment 


Allowable amendments are the removal of the logo, website 
address, QR codes, sizing of the text, and removal of text 
boxes. See rules on following page. 


PRODUCTION 


Can be displayed as physically printed product, on digital 
screens as high resolution artwork, across stretch fabric, 
transparent film or as a light box. Suggestions for alternative 
display must be discussed with the Thales contact to be 
found on Thales Brand World. 


EXCEPTIONS 
Exceptions will be viewed on a case by case basis and are 
only allowed with written permission from the Thales contact 


to be found on Thales Brand World. 


For further information please refer to Thales Brand World. 


THALES 


Wherever safety and 
security matter, we deliver 


i - 


ah I aes 
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Branding the environment 


Image use 


Wherever safety and THALES THALES 


securit we deliver 


THALES 


Together * Safer + Everywhere 


1. Thales Brand Image example 2. Thales Brand Image example 3. Thales Brand Image example 
Standard format Addition of top logo / Text boxes Top logo with strap line only 
with titles only / Logo with strap line 
removed 


For further information please refer to Thales Brand World to access image library. 
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EXHIBITIONS AND EVENTS 


Branding the environment 


Video 


Thales brand communication evolution suggests a move 
towards engagement through audio visual content: more 
valuable and so adds to customer experience and brand 
recall. Also creates stickiness at stand. 


At all shows (space permitting) we should be showing our 
brand videos on a large screen in a prominent area. 


Other acceptable positions include reception / hospitality 
area / bar / video wall. 


For further information please refer to Thales Video 


Standards page 266. 


No audio is permitted, unless the sound is an integral part of 
he demonstration. 


t should be noted that this premise applies to all videos on 
a Thales stand. The video production brief should include 
hat the movie should have the ability to explain itself without 
audio. This can be achieved with the clear presentation of 
ext etc. 
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EXHIBITIONS AND EVENTS 


Branding the environment 


Fonts 


Our typeface reflects our brand personality, allowing us 
to adapt to context and conversation while remaining 
recognisable. 


Used properly it is a powerful asset that allows us to 
communicate both complex information and impactful 
statements with clarity. 


Like any other element of our brand identity, it is of 
great importance to use our corporate typeface Futura 
consistently. 


A font has its own character, and along with our logo 
and colours, contributes to the success of a recognisable 
corporate identity for Thales. 


We use Futura for all type at all times. It is an 
exceptionally versatile typeface which works very well 
in exhibition spaces due to its strong legibility at all 
distances. 


Epsum Lorum Ipsul 


DEMO PLINTH TITLE TO GO HERE 
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Text placement on walls and product displays is critical 
to maintaining brand consistency and message clarity. 
Text should be positioned according to the following 
rules and examples shown. 


250 35MM CAP HEIGHT 


Epsum Lorem Ipsul Endor Epsum Lorem Ipsul Endor 
Ipsul endus lorus epsul 


EPSUM LOREM IPSUL ENDOR 


60MM CAP HEIGHT 


Text layout 


2200 


LAYOUT FOR FREESTANDING PRODUCT DISPLAY 
60MM CAP HEIGHT 
EPSUM LOREM IPSUL ENDOR 


Epsum Lorem Ipsul Endor Epsum Lorem Ipsul Endor 
Ipsul endus lorus epsul 


EPSUM LOREM IPSUL ENDOR 


250 


EPSUM LOREM IPSUL ENDOR 


SHOWN AT 2200, BUT MAY BE HIGHER ON A BACK WALL 


LAYOUT FOR DISPLAY AGAINST A BACK WALL - OPTION 1 


EXHIBITIONS AND EVENTS 


Branding the environment 


60MM CAP HEIGHT 


250 


Epsum Lorem Ipsul Endor 


2200 


LAYOUT FOR FREESTANDING PRODUCT DISPLAY - HORIZONTAL ZONE HEADING OPTION 
60MM CAP HEIGHT 


Epsum Lorem Ipsul Endor 


Epsum Lorem Ipsul Endor Epsum Lorem Ipsul Endor 


LARGE EXHIBIT 
REPRESENTATION 


SHOWN AT 2200, BUT MAY BE HIGHER ON A BACK WALL 


LAYOUT FOR DISPLAY AGAINST A BACK WALL - OPTION 2 
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EXHIBITIONS AND EVENTS 


Branding the environment 


Text layout 
100 
Epsum Lorem Ipsul Endor 
Epsum Lorem Ipsul Endor Epsum Lorem Ipsul Endor 


FLEXIBLE HEIGHT 


LARGE EXHIBIT 
REPRESENTATION 


LAYOUT FOR DISPLAY AGAINST A BACK WALL - OPTION 3 
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EPSUM LOREM IPSUL ENDOR 


Epsum Lorem Ipsul Endor 


| ft 


EPSUM LOREM IPSUL ENDOR 


FLEXIBLE HEIGHT 


Epsum Lorem Ipsul Endor Epsum Lorem Ipsul Endor 


ee 


EXAMPLE OF HOW OPTION 3 MAY BE USED TO DIVIDE DISPLAY AREAS ALONG A WALL 


TEXT RULES DISPLAYS AGAINST A BACK WALL IMPORTANT 
GENERAL VERTICAL ZONE TEXT: IT 1S PERMISSABLE TO USE ANY 
CONFIGURATION / COMBINATION OF 
UPPER OR LOWER CASE THESE LAYOUTS TO SUIT THE 


a es a CAP HEIGHT - 60MM REQUIREMENTS OF THE STAND. 


FREESTANDING PRODUCT DISPLAYS COLOUR - WHITE 


VERTICAL ZONE TEXT & HORIZONTAL 


ZONE TEXT IF APPLICABLE: HORIZONTAL TOP LEVEL HEADING / 


ZONE TEXT IF APPLICABLE: 


UPPER OR LOWER CASE 
CAP HEIGHT - 60MM 
COLOUR - WHITE 


UPPER OR LOWER CASE 
CAP HEIGHT - 60MM 
COLOUR - TO MATCH PMS 7671 


HORIZONTAL HIGH LEVEL HEADING: 
HORIZONTAL HIGH LEVEL HEADING: 
UPPER OR LOWER CASE 
CAP HEIGHT - 35MM 
COLOUR - WHITE 


UPPER OR LOWER CASE 
CAP HEIGHT - 35MM 
COLOUR - TO MATCH PMS 877 (GREY) 
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FUTURA BOOK 14 PT 
BLACK 
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Branding the environment 


Product cards 
200 
FUTURA BOOK 32 PT FUTURA DEMI 17 PT 
PMS 2765 / 95c 90m Oy 30k PMS 2765 / 95c 90m Oy 30k 


| 
Avionics Management Unit 


On-board mission management system 


* Heart of the platform avionics system 


100 


* Calculates and maintains multiple navigation plots 

* Provides management of navigation sensors and guidance information 
* Co-ordinates the tuning and control of communications systems 

* Supports on-board mission planning 

* Manages mission and DVE sensors (FLIR etc.) 

* Stores management 


THALES 


Pixium Surgical 2630 


for realtime surgical imaging 


+ Fast cold start 

+ Unrivalled image stability during long lasting procedures 
+ High sensitivity, low dose, suitable for 3D 

‘© Several operating modes, from 30 to 100 images/sec 


For vascular, cardiovascular, neurological, orthopedic & pediatric interventions 


EXHIBITIONS AND EVENTS 


PRODUCT CARDS MAY BE PRODUCED IN 
THE FOLLOWING WAYS, SUBJECT TO 
BUDGET: 


3MM CLEAR ACRYLIC WITH PRINTED VINYL 
TO REAR 


3MM WHITE PERSPEX WITH PRINTED VINYL 
TO FACE 


3MM WHITE FOAMEX (OR SIMILAR) WITH 
PRINTED VINYL TO FACE 


NORMALLY THESE SOULD BE FIXED TO 
EITHER HORIZONTAL OR VERTICAL 
SURFACES, HOWEVER IF NECESSARY ‘TENT 
CARD’ STYLE IS ACCEPTABLE 


TRIEL THALES 

THE MAIN EXAMPLE SHOULD NORMALLY BE USED, HOWEVER EXCEPTIONS APPLY WHERE IT IS 
NATO ACCS Next Generation IMPORTANT THAT LOGOS ARE INCLUDED OR REPLACED. SEE EXAMPLES SHOWN FOR ACCEPTABLE 
Integrated Air and Missile Defence (IAMD)System LAYOUTS 


+ NATO IAMD command and control 
* CAC - Planning, tasking and mission monitoring 


+ ARS - Tactical air and missile defence mission execution PRODUCT CARDS MAY BE CREATED BY YOUR AGENCY. TEMPLATES ARE AVAILABLE FROM THE THALES 


+ Surveillance, identification, sensor fusion, tactical data links 


+ Air mission control for fighters, SAMs ond BMD CONTACT TO BE FOUND ON THALES BRAND WORLD 


+ Full simulation and training capabil 
+ ACCS on a PChased architecture for enhanced performance and reduced total cost af 
ownership 


——_—- 
‘ThaleaRaytheonSyatema 
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EXHIBITIONS AND EVENTS 


Materials and specifications 


Production material specifications 


Below are the approved Thales finishes. In the event that 
these finishes are not possible, alternative references are 
available on request from the Thales contact to be found 
on Thales Brand World. 


If the agency has problems with any of the Thales finishes 
they MUST send their alternative recommendations to the 
Thales contact to obtain approval. 


FLOORING WALLS COUNTERS 
Purple Carpet Polishes PVC Wooden Laminate White Laminate 
DONOVANS 302 White EGGER Sand Zebrano REPOSAL 9417 60 
RENAISSANCE H3006 ST22 
Purple 
Grey Carpet White Laminate Wooden Laminate Grey Laminate 
DONOVANS REPOSAL 9417 60 REPOSAL 4121 60 POLYREY P024 
RENAISSANCE Argent Surf 
Silver 
White Melamine Purple Laminate Wooden Laminate Purple Film 
ABET 423 5El ABET 1384 Grainwood ORACAL 
8300 Series 
040 Purple 
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EXHIBITIONS AND EVENTS 


Materials and specifications 


MEETING 


Production material specifications - geographic 
finishes reference table 


OVERHEAD EXTERNAL STOREROOM WELCOME WELCOME BAR 
STRUCTURE WALLING poo WALLING DESK WALL DESK COUNTER: ||| DEMS UNITS 
WALLING 
Premium flat 
Whit +t Sod eolpet White matt Whit if Whit f Matt finish Matt finish Matt finish 
lecthersts ace Lackn Leatherette / lociheratie lecthrsrats melamine with melamine with melamine with 
toe tarece SSuersd g PVC tor staned * preteiied Spray finish decorated decorated decorated 
AFRICA een * preferred eae pe’ interior elements | interior elements | interior elements 
option Fon lorga sands option option option Paint finish 
Paint finish laminate floor Paint finish Paint finish Paint finish ia Paint ape Paint ge! Paint 
may also be aint finis inis inis inis 
used 
Premium flat Matt finish 
ras carpet Pade Ue | Matt oA Mat finish Matt finish Matt finish 
ae baa ats Seen festa ie on laminate with melamine with melamine with 
Matt finish ae pai * aaa ae [orn Matt finish PVC Spray finish decorated decorated decorated 
ASIA laminate with rte with caulked eee interior elements | interior elements | interior elements 
decorated joinis | 5, large stands, Matt finish PVC joint lines Fatal tinis . : : 
laminate floor | Matt finish PVC with caulked Spray Paint Spray Paint Spray Paint 
may also be with caulked joint lines finis finis finis 
used joint lines 
Matt finish 
Premium flat Matt finish pie aaa 
mens carpet oo i Matt finish ines Matt finish Matt finish Matt finish 
a ba sate Sa |O1N light texture * preferred laminate with melamine with melamine with 
Matt finish action ae ¥ aor 4 deco clive Matt finish PVC option decorated decorated decorated 
AUSTRALIA laminate with CONeTS pee teats alloaper with caulked interior elements | interior elements | interior elements 
decorated joints | 5, | a epon ails joint lines Matt finish PVC 
or large stands, to pre-lined ith lked S Paint S Paint Ss Paint 
laminate floor Matt finish PVC surfaces witn caulke Prey an ploy ain Boe 
may also be vaik-cculked joint lines finish finish finish 
used joint lines Spray Paint 
inish 
Mat finish 
Premium flat Matt finish rats aR? 
| ee Gare ines Matt finish | Matt finish Mat finish 
sia baekt li | light texture * preferred laminate with melamine with melamine with 
Matt finish GeHon ae P ate d eee Matt finish PVC option decorated decorated decorated 
EUROPE laminate with CONSIS aan aallecibar with caulked interior elements | interior elements | interior elements 
decorated joints | ¢,_ | d ere pap joint lines Matt finish PVC 
‘or large stands, to pre-lined th Gaulked S Paint S Paint S Paint 
laminate floor Matt finish PVC surfaces with caulke play cain Pray pan Prayerain 
may also be with caulked joint lines finish finish finish 
used joint lines Spray Paint 
inish 
Matt finish 
Matt finish Premium flat Matt finish cen 
laminate pe aonles uae oaHilt Matt finish ines Matt finish Matt finish Matt finish 
with decorated | action backing lines light texture Matt finish PVC “preferred pai ap anne ap a e 
NORTH joints White covered * preferred decorative withicaulked option : escent P cept e , ised 
AMERICA matt leatherette option wallpaper ee -_ interior elements | interior elements | interior elements 
* : joint lines Matt finish PVC 
preferred For large stands, to pre-lined : : , : 
option laminate floor | Matt finish PVC surfaces with caulked Spray Paint Spray Paint Spray Paint 
r may also be with caulked joint lines finis finis finis 
Paint finish used joint lines Spray Paint 
inish 
Premium flat Aaa 
pence aol White matt White matt White matt decorated joint Matt finish Matt finish Matt finish 
White matt én backs Leatherette / leatherett lecitharett ines melamine with melamine with melamine with 
SOUTH Leatherette” ae gale eyes! PVC * referred si Sata * preferred decorated decorated decorated 
AMERICA preferred option * preferred 7 tion is ion option interior elements | interior elements | interior elements 
op tes For large stands, option R , F : 
Paint finish laminate floor paint finish Paint finish Paint finish Matt leatherette any fas ea) fl ee a 
esibe aint finis : inis inis inis 
ney 4 Spray Paint 
sad finis 
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EXHIBITIONS AND EVENTS 


Materials and specifications 


Lighting 


Lighting specification is a key element of our exhibition 
design that should never be overlooked as it contributes 
greatly to showcasing the Thales brand in the best 
possible way. 


Our environments must integrate lighting in a well 
considered manner to maximise our exhibition presence. 


FIXTURES AND FITTINGS 


Sufficient and appropriately sized fixtures and fittings will be 
specitied to light all areas of the space. 


LIGHT LEVELS 


Light levels in hospitality zones and meeting rooms may be 
more subtle and subdued to create the correct ambience. 


BRAND ELEMENTS 


Specific consideration will be given to the lighting of logo 
elements, messaging and printed media. 


COLOURS 


Light fixtures and fittings will be supplied in silver or white so 
that they integrate well with our colour palette. 


LIGHTING 


LED or metal halide type lighting is required. 


COLOUR TEMPERATURE 


Thales White is a cool white, so lighting colour temperature 
will be a minimum rating of 6OOOK. 
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4.2.4) 


We are innovators and therefore we must endeavour 
to use the latest technology to support our product 
presentations. 


A carefully considered audio visual specification will 
improve the customer experience. 
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EXHIBITIONS AND EVENTS 


Materials and specifications 


Audio visual - equipment 


PCs/laptops should be the latest hardware/ software 
specification with MS Office, VLC and Flash as a 
minimum. 


Screens must be aligned with product display units / 
other design features. The recommended video screen 
sizes are 27”, 32” and 40”. 


Screens of the same size should be used across the 
environment. Where this is not achievable or desirable, 
the screens should be aligned using the centre point of the 
screen as the datum. 


Minimum specifications and recommended sizes for hired 
audio visual elements: 


@ LED video screens — premium brand, professional AV 
model, 16:9 aspect ratio, 1920 x 1080 resolution 


@ LED video wall screens - premium brand, professional AV 
model, 16:9 aspect ratio, 1920 x 1080 resolution 


4.2.4) 


EXHIBITIONS AND EVENTS 


Materials and specifications 


Furniture - examples 


Furniture specification is a key element of our exhibition 
design that should never be overlooked as it contributes 


greatly to showcasing the Thales brand in the best 
possible way. 


Furniture choice is a balance between comfort and 
availability with the following examples given as 
suitable options. 


LOUNGE SEATING (STANDARD AND HIGH SPEC) 


= 


. sd f 
: ‘ N | \ 
— ‘ a 1 
. 
| - 


MEETING ROOM SEATING 


~ 


HIGH LEVEL/BAR STOOLS MEETING ROOM TABLES 


/% 
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EXHIBITIONS AND EVENTS 


Some examples 


Small Events <20sqm - purchased solutions 


Wherever safety of- 
security matter, we de 


Pop up 6x3 shell scheme 
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«4.2.5 


EXHIBITIONS AND EVENTS 


Some examples 


Small Events <20sqm - bespoke solution 


TIER 2 BRANDING — TIER 1 BRANDING — 
Market Messaging Group Wide Messaging 


o_| . rll 


THALES — 


Together» Sater Everyvher 


THALES 
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4.2.5) 


EXHIBITIONS AND EVENTS 


Some examples 


Medium Events 20-50 sqm 


TIER 3 BRANDING - TIER 1 BRANDING — TIER 1 BRANDING — TIER 3 BRANDING - 
Product Zone Group Wide Messaging Group Wide Messaging Product Zone 


TIER 2 BRANDING — TIER 2 BRANDING —- 


Market Messaging Market Messaging 
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EXHIBITIONS AND EVENTS 


Some examples 


Medium Events >50 -100sqm 


TIER 1 BRANDING — 
Group Wide Messaging 


TIER 2 BRANDING - TIER 3 BRANDING - 


Market Messaging Product Name 
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EXHIBITIONS AND EVENTS 


Some examples 


Large Events >100sqm + 


TIER 2 BRANDING - TIER 2 BRANDING — TIER 1 BRANDING — 
Product Zone Market Messaging Group Wide Messaging 


TIER 3 BRANDING - 


Product Messaging 
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4.2.5) 


EXHIBITIONS AND EVENTS 


Some examples 


Extra Large Events >300sqm + 


TIER 2 BRANDING - TIER 2 BRANDING - TIER 1 BRANDING —- 
Product Zone Sector Messaging Group Wide Messaging 


TIER 3 BRANDING - 


Product Name 
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EXHIBITIONS AND EVENTS 


Some examples 


Alternative Arch structure 


In instances where a more ‘imposing’ presence is required 


TIER 1 BRANDING — and where budget allows, it is permissible to create ‘Arch’ 

Group Wide Messaging structures sympathetic to the style shown. The design MUST 
complement and comply with the main standards in other 
aspects. 


TIER 2 BRANDING — 


Market Messaging 
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The Group advertising headline for the 
current campaign is also the essence of our brand 
platform, namely: 


Wherever safety and security 
matter, we deliver 
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ADVERTISING 


It is a compelling message and serves to dramatise the 
stature and essential nature of the products and services 
Thales provides. It reflects our guiding mission and brand 
promise of: 


“Wherever safety and security are critical, Thales 
delivers. Together, we innovate with our customers 
to build smarter solutions. Everywhere.” 


Any advertising must be developed only by our 
approved supplier. You must contact the central brand 
team for all advertising related requirements. 

To view existing examples of advertising imagery, please 
visit brandworld.thalesgroup.com 


For further advice and guidance, please contact your 
local brand and communications team. 


brandworld.thalesgroup.com/ brand/ contacts 
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SSR 
Had stearic 
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ADVERTISEMENTS 


Advertisements must comply with a set of design rules. 
These are based on the ratio of the document width (X) to 
document height (Y). This section includes examples of how 
our brand is applied to advertising communications. 


It provides guidance on styles to ensure cohesive brand 
identity and explains how to create and develop effective 
and consistent layouts. It also explains in detail the key 
principles of typographic styling for advertisements, 
providing for some flexibility in the overall design. 


For scaling please use the formula: 
% = (X new layout = X master layout) x 100. 


Calculations are based on an A4 (210 mm x 297 mm) 


layout format. 


Headlines and subheads can be scaled at 125% if required 
for visual impact. 


@ COLUMN AND ROW GRID 
The column grid is calculated by X + 14. 
The row unit, itis calculated by [Y-(X*2)]+ 12 


and always sits within the margins. 


@ WEBSITE URL 


Align to grid as shown. 


© HEADLINE 


Country advertising headlines should be short and plain 
speaking. From two words to no more than eight words, 
wherever possible. 


Market advertising and Capability advertising headlines 
should simply state the solution and capability. 


NB: It is not mandatory that ‘Thales’ be in the headline. 
Product advertising headlines can be more descriptive and 
the tone should take the high ground and be commanding. 


@ SUBHEAD 


For greater brand cohesion, ‘Wherever safety and 
security matter, we deliver’ appears as a subhead in all 
advertisements (except Group). 


@ FEATURE BOX 


The ‘Feature Box’ element used for print advertising is also 
consistent across all of the advertising hierarchy. 


There should be clear concise statements about what 
Thales has to offer customers, and the difference we can 
make. Copy should not be more than three sentences deep. 


© BODY COPY 


The body copy element of all ads should be kept to no more 
than 60 words. The shorter the better. 


We must communicate Thales’s truly global outlook and 
presence in all advertisements. We are ‘Everywhere’ and 
operate wherever our customers operate. 


This partnership aspect is important and reinforces the 
‘Together’ component of our brand positioning statement: 
‘Together. Safer. Everywhere’. 


@ THALES LOGO 


Style: White with position statement. 

Size: Width of four columns. 

Placement: Aligned to the bottom right-hand margin 
grid as shown. 


© IMAGE 


Ideally, select an image that has a clear area of 4 rows at 
the top to allow for headline legibility, and a darker area at 
the base for placement of body copy and the Thales logo. 


© SOCIAL MEDIA ICON LOCKUP 


Social media logos should always be inserted along with 
keyword to search. 


<brandworld.thalesgroup.com>_123 


Brand standards » 4 Applying the Brand > 4.3 Advertising » Print 


<4.3> 


ERGRRRRERia 
Mie asporigiion selutians 


124_<‘Brand standards» 


The example opposite illustrates the physical specifications 
for print advertising, including spacing, typography and 
imagery. 


@ COLUMN AND ROW GRID 


The column grid is calculated by X + 14. 
The row unit is calculated by [ Y - (X * 2) ] + 12 and always 
sits within the margins. 


@ URL 


Font 

Font: Triplex Sans Bold. 

Colour: Thales light blue 

Size: 9pt, leading 11 pt, 150pt kerning. 


Box 

Colour: Thales light blue. 

Stroke: O.5pt. 

Height: 8mm. 

Text Frame: Inset spacing 2/3 of leading, fit frame 
to content. 


Width: Adjustable based on length of URL. 


Placement: Lock to grid as shown opposite. 


O TITLE 

Heading 

Font: Futura Bold. 

Colour: White. 

Size: 38pt, 40pt leading, upper and lowercase. Proper and 
Product names are capitalised, no full point at the end of the 
headline, (two lines maximum). 

Placement: Align to the top row of grid and centred. 


Subhead 

Font: Futura Medium. 
Colour: White. 

Size: 25pt, 45pt leading. 
Placement: Centred. 


© TEXT BOXES 

Fonts 

Colour: White. 

Heading: Triplex Sans Extrabold CAPS, 8pt, leading 10pt. 
Body: Triplex Sans Bold, 8pt, 1Opt leading, upper 

and lowercase. Three lines is the preferred depth for these 
boxes, the widbth is flexible. 

Text Frame: Inset spacing 2/3 of leading, fit frame 

to content. 


Box: 

Colour: Thales light blue. 
Stroke: O.5pt Opacity 100%. 
Fill: Opacity 75%. 


Placement of text boxes is at the designers’ discretion, 


dependent on background image. The ideal number is 
between three and six. 


© BODY COPY 

Fonts 

Colour: White. 

Body: Futura Medium, 9pt, 11 pt leading, upper 

and lowercase. 

Text Frame: six columns wide 

Placement: Align to the left-hand margin and 1/3 of column 
grid above social media icons. 


@ THALES LOGO 


Style: White with position statement. 

Size: Width of four columns. 

Placement: Aligned to the bottom right-hand margin 
grid as shown. 


@ IMAGE 


Ideally, select an image that has a clear area of four rows at 
the top to allow for headline legibility, and a darker area at 
the base for placement of body copy and the Thales logo. 


© SOCIAL MEDIA ICON LOCKUP 
Style: White vector 

Size: Height of social media icon is 1/3 of column grid. 
Text: Futura Medium, 9pt, upper and lowercase. 
Placement: Aligned to the bottom left-hand margin. 
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Wherever safety and 
security matter, we deliver 


Pad 


SPACE 
Optimise solutions for telecoms, earth 
observation, navigation and research 


AEROSPACE 
Make air travel safer, smoother, 
cleaner and more enjoyable 


SECURITY 
Protect citizens, sensitive 
data and infrastructure 


_~s_| DEFENCE 
Improve decision-making and 
gain operational superiority 


GROUND TRANSPORTATION 
Enable networks to run 
more swiftly and efficiently 


Thales has more than 61,000 talented people across —— 
56 countries. Together, we innovate with our customers 
to build smarter solutions. Our intelligent technologies 
are dedicated to protecting people, property and 
information worldwide. Every moment of every day, 


wherever safety and security are critical, Thales delivers. TT [ i IN [ E S 


Search: Thalesgroup Fi vy in| Together ¢ Safer * Everywhere 
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Wherever safety and 
security matter, we deliver 


SPACE 
Optimising solutions for telecoms, earth 
observation, navigation and research 


DEFENCE AEROSPACE 

Improving decision-making and Assisting customers in making air 

helping forces gain operational superiority travel safer, smoother, environmentally 
cleaner and more enjoyable 


SECURITY 
Helping to protect citizens, sensitive 
data and critical infrastructure 


GROUND TRANSPORTATION 
Enabling networks to run more 


5) ; 
—) i pp? 
Thales has more than 61,000 talented people across 

56 countries. Together, we innovate with our customers 

to build smarter solutions. Our intelligent technologies 

are dedicated to protecting people, property and 

information worldwide. Every moment of every day, 


wherever safety and security are critical, Thales delivers. T E i TAN l = S 


Search: Thalesgroup Fi v in| Together ¢ Safer * Everywhere 
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thalesgroup.com 


Space solutions 


Wherever safety and security matter, we deliver 


- Millions of critical decisions rely on advanced communication networks, data 


generated from monitoring the environment and accurate observation and h | Al 
navigation systems. Thales Alenia Space is at the heart of this. As the market-leader a es la 
in satellites, platforms and payloads, we can deliver everything from a single A Thales / Finmeccanica Ci cov S p ace 


satellite on ground, or in-orbit, to end-to-end turnkey systems. Mastering all the 
components of the space domain, whatever your operational needs, we always 
have the optimized satellite solution for you. Every moment of every day, 


wherever safety and security are critical, Thales delivers. TT IAN = S 
i i  ) L 


Ye 
Search: Thalesgroup Fi ¥ in Together ¢ Safer * Everywhere 
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Defence solutions 


Wherever safety and security matter, we deliver 


PRECISION STRIKE 

Deliver precision effects 
within the battlespace while 
avoiding collateral damage 


THREAT DETECTION 
Provide early detection, prioritisation 
and faster reaction to threats 


CYBER DEFENCE 

Provide active defence 

of cyberspace NETWORKED COMMUNICATIONS 
SITUATIONAL AWARENESS Enable the rapid escalation of decision 
Increase operational tempo making in the heat of the battle 
through shared intelligence 


MISSION OPTIMISATION 
Reduce crew workload during 


. F POWER PROJECTION 
complex tasks to shorten reaction time J 


Supply logistical solutions for the 
deployment and direction of forces 


é 

EE. e Pg 
Millions of critical decisions are made every day in defence to protect =, : 

people, infrastructure and nations. Thales is at the heart of this. We serve 
all branches of the armed forces for air, land, naval, space and joint 
operations as well as urban security and cyberspace. Our integrated 
smart technologies provide end-to-end solutions, giving decision makers 
the information, equipment, control and services they need to make more 
effective responses in critical environments. Every moment of every day, 


wherever safety and security are critical, Thales delivers. T i i IAN i E S 


Y 
Search: Thalesgroup Fi v in| Together ¢ Safer * Everywhere 
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ADVERTISING 


Advertorial 
Thales Advertorial format 


4 


2 Advertorial headline 


in two lines 


3 Wherever safety and security matter, we deliver 


HEADING 
Lorem ipsum dolor sit cras amet 
consectetadipg elit vulputate conv lorem 


HEADING 


HEADING 


Cras vulputate convallis coquat morbi in 
laci in lacinia turpis uspendiss 


Lorem ipsum dolor sit cras amet 


consectetadipg elit uspendiss 


Wero debitat demoluptas 
obitisimus eictas nobiscias porro 
icatio cor modi ut ullatis rere, 

‘occumquam reici alitaquid quatur 

iabores deles ullesed utas doluptia 

quae culparchil inctur secturendus, 
um am utem quiderc hilitius untus 


‘Lorit milibusam, sim fuga. Et voluptios 
volestrum a cus ipsaper sperchicimod 
‘quae sit ut rectur reprori estem qui ium 
facius res etus vent ra ad magnatet 
‘quaerovita vellabo. Ovit doluptat. 


‘Autaquod etus am verione strupta nisint 
Spidis ant, od mo beriasin eaquas cone 
honsequodit, od quistiorerum quia quam 
facea nim quam imus eum exernati in pe 
volessum que nimus vendae repre sandus. 


Restet quam, que nonsequia init et 
Voluptae essi ut fuga. Ehendus simpos 
desequi iur sent mod quuntotati utaturi 
‘oremolupitia sandelissin pro quis earis. 


della quam ea sequodi tatiae dicium 
autem fuga. Et dolorum con rende , sim 
20 pro et quatur archici urempor min 
'poris ea dolut odic te nienda cus untur 
smolupidelia con et es ut perferum, nam, 
‘cuptatem et, quae eosti ad quostore 
Yolorro reium, sapedio necepelenis aciet 


HEADING 
Lorem ipsum dolor sit cras amet 
consectetadipg lorem dolor elit 


Remolecti que pelicat emporep erumqui 
sedigendunt libusam aut officidit dit ex eos 
ksseces andi commoloribea vent. 


Hendi acepta dipid quam harchil ipsa 
ipsaped moloreiur sinianonsequi autem 
tspient fuga. Itatuscit aut vello et ut 
yolupis sequate minvel ipite magnim 
dellest iatisse quatur sam, sundaepta sit, 
[llesti onsecte porrovidunti re, endam, 
quiae nam, odiscimillam sunt, aut unt 
eaquia de con et, consedio blant. 


Heniminum alit, officab ipicate nimus et 
tet volupietus, odi qui apere, corehent ut 
quis moloreped quam, sapisciet que vero. 


Voluptat.Tat dolorru ptaectas endaeratur? 
Qui inulpa cus.Evelloris quiberum hitinve 
licaero vitatio et aut aut atem si dis mil. 


For more information 
visit our website or call 
+44 0207 3333 8888 


Here is an example of our advertorial format. Please refer 
to the library section of brandworld.thalesgroup.com 
for other up-to-date examples of our advertorials, as 
these may prove useful to you in shaping your next 
project brief. 


The typeface is Futura. Font variations Futura BT and PT are 
recommended. 


@ IMAGES 


For the main image, select an image that has a clear area at 
the top to allow for headline legibility. 


Only use one supporting image per page. 


@ HEADLINE 


Always keep to a maximum of two lines. 


© SUBHEAD 


For greater brand cohesion, ‘Wherever safety and security 
matter, we deliver’ appears as a subhead across all 
advertising hierarchy. 


© FEATURE BOXES 


[he ‘Feature Box’ element used in press advertising is also 
consistent across all of the advertising hierarchy. 


They should be clear concise statements about what 
Thales has to offer customers, and the difference we can 
make. Copy should not be more than three sentences deep. 


@ THEGRID 


Advertorials are based on a three-column grid. See detailed 
specifications on the following pages. 


© BODY COPY 


Project tip: with regard to content for advertorials, please 
try to relate technical product information in a ‘human’ and 
engaging manner, as opposed to engineer-based jargon. 


Key features and/or capabilities need to be clearly stated. 
They are the innovative solutions we are providing. 


Contact details need to be included at the end of the 
advertorial to encourage response from journalists and 
potential customers. 


@ BANNER PANEL 


Colour: Thales light blue. 


© WEBSITE URL 


Align to grid as shown. 


© THALES LOGO WITH SIGNATURE 


Align to grid as shown and always use this version of the 
Thales logo. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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ADVERTISING 


Advertorial 
Thales Advertorial format 


2) Thales Tacticos. The ultimate 
Combat Management System 


Wherever safety and security matter, we deliver 


WORKLOAD REDUCTION 
MOC Mkg and workflow-oriented 
interface create command team cohesion 


FUTURE EXTENSIONS 


TURNKEY DELIVERY 
On-time and within budget delivery with 
guaranteed supply chain performance 


Future-proofiNavyand Coast,Guard 


ships with Tacticos on board 


‘Wero debitat demoluptas 
obitisimus eictas nobiscias porro 
‘eicatio cor modi ut ullatis rere, 
‘occumquam reici alitaquid quatur 
‘abores deles ullesed utas doluptia 
‘quae culparchil inctur secturendus, 
um_an.utem quiderc hilitiys.untus. 


alesgroup.com/tacticos 


volestrum a cus ipsaper sperchicimod 
‘quae sit ut rectur reprori estem qui ium 
facius res etus vent ra ad magnatet 
‘quaerovita vellabo. Ovit doluptat. 


‘Autaquod etus am verione strupta nisint 
Spidis ant, od mo beriasin eaquas cone 
‘onsequodit, od quistiorerum quia quam 
facea nim quam imus eum exernati in pe 
volessum que nimus vendae repre sandus. 


Restet quam, que nonsequia init et 
Voluptae essi ut fuga. Ehendus simpos 
desequi iur sent mod quuntotati utaturi 
‘remolupitia sandelissin pro quis earis. 


Hella quam ea sequodi tatiae dicium 
autem fuga. Et dolorum con rende , sim 
20s pro et quatur archici urempor min 
‘poris ea dolut odic te nienda cus untur 


‘cuptatem et, quae eosti ad quostore 
Nolorra reium, sapedia necepelenis.aciet - 


molupidelia con et es ut perferum, nam, 6 ] For more information 


LOCAL INDUSTRY EMPOWERED 
Local CMS development for the 
transfer of knowledge and technology 


sedigendunt libusam aut officidit dit ex eos: 
bsseces andi commoloribea vent. 


Hendi acepta dipid quam harchil ipsa 
ipsaped moloreiur sinianonsequi autem 
tspient fuga. Itatuscit aut vello et ut 
yolupis sequate minvel ipite magnim 
dellest iatisse quatur sam, sundaepta sit, 
illesti onsecte porrovidunti re, endam, 
quiae nam, odiscimillam sunt, aut unt 
eaquia de con et, consedio blant. 


Heniminum alit, officab ipicate nimus et 
tet volupietus, odi qui apere, corehent ut 
quis moloreped quam, sapisciet que vero. 


voluptat.Tat dolorru ptaectas endaeratur? 
Qui inulpa cus.Evelloris quiberum hitinve 
licaero vitatio et aut aut atem si dis mil. 


visit our website or call 
-t@A 0207.3333.8888 -- 


® THALES 


Together ¢ Safer * Everywhere 


The example opposite illustrates the physical 
specifications for advertorials including the spacing, 
typography and imagery used. 


@ IMAGES 


For the main image, select an image that has a clear 
area at the top to allow for headline legibility. Only use 
one supporting image per page. 


@ HEADLINES 

Heading 

Font: Futura Bold. 

Colour: White. 

Size: 30pt, 36pt leading,-10 kerning, upper and 
lowercase. Proper and Product names are capitalised, 
no full stop at the end of the headline, (two lines 
maximum). 

Placement: Align to the top of the grid and centre. 


Subhead 

Font: Futura Medium. 
Colour: White. 

Size: 22pt, A0pt leading. 
Placement: Centred 


© TEXT BOXES 

Fonts 

Colour: White. 

Heading: Triplex Sans Extrabold CAPS, 

8pt, leading 10pt. 

Body: Triplex Sans Bold, 8pt, 1Opt leading, upper and 
lowercase. Three lines is the preferred depth for these 
boxes, the width is flexible. 

Text Frame: Inset spacing 2/3 of leading, fit frame 

to content. 


Box 

Colour: Thales light blue. 
Stroke: O.5pt Opacity 100%. 
Fill: Opacity 75%. 


@ THEGRID 


Three-column grid. 


© BODY TEXT 


Fonts 

Colour: Supporting colour grey. 

Intro paragraph: Futura Medium, Il pt, l5pt leading, upper 
and lowercase. 

Body: Futura Medium, 9pt, 11 pt leading, upper 

and lowercase. 

Placement: Align with top of grid as shown. 


© FURTHER INFORMATION 


Fonts 

Colour: Thales light blue. 

Size: Futura Bold, lOpt, 12pt leading, upper and lowercase. 
Placement: Align with top of grid as shown. 


@ BANNER PANEL 


Depth of banner: 33mm 
Colour: Thales light blue. 


© WEBSITE URL 


Fonts 

Font: Triplex Sans Bold. 

Colour: Thales light blue 

Size: Ypt, leading 11 pt, 150pt kerning. 


Box 

Colour: Thales light blue. 

Stroke: O.5pt. 

Height: 8mm. 

Text Frame: Inset spacing 2/3 of leading, fit frame 
to content. 

Width: Adjustable based on length of URL. 


Placement: Lock to grid as shown opposite. 


© THALES LOGO WITH SIGNATURE 


Style: White with position statement. 

Size: Width of 59mm. 

Placement: Aligned to the bottom right-hand margin of the 
grid as shown. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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ADVERTISING 
Digital 


DIGITAL ADVERTISING 


When developing digital advertising, the overall Thales 
styling should be followed, regarding use of type, colour 
and imagery, so that it reflects the Thales brand. 


PRODUCTION METHODS 

The digital units are primarily created as PSD files and 
then converted into static JPEG's, animated GIF's and 
HTMLS files. 


IMPORTANT! 

We no longer produce files using FLASH. We produce 
HTML banners using EDGE but we do not convert SWF files 
using SWIFY or other SWF converters. 


UNIT SIZES 
There are six main sizes that are used for Thales digital 
advertising: 


@ Skyscraper: 160x600 px. 
2 MPU: 300x250 px. 

@ Leaderboard: 728x90 px. 
@ Double MPU: 300x600 px. 
@ Billboard: 970x90 px. 


@ MPU: 240x400 px. 


SPECIAL ELEMENTS 


There are two main elements that we use in Thales banners: 


* The Information box /CTA box 
¢ The crosshairs 


The information box is set out using spacers in each corner: 
these define the space for the text to fit within. The height of 
the typeface defines the spacer. For example, if the typeface 


is 12pt, then the space around it should be equal to this. 


The crosshair is only used in HTML5 banners. 
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Ground 
Transportation 


solution 


Wherever safety 
matter, 


THALES 


Together « Safer » Everywhere 


Skyscraper: 160x600 px 


Ground 
Transportation solution 


Wherever safety and 
security matter, we deliver 


THALES 


Together * Safer * Everywhere 


Double MPU: 300x600 px 


, Wherever saftey and 


” security matter, we deliver 


Leaderboard: 728x90 px 


WwW herever Sftey o and» 


J security matter, we déliver . 


Security solutions | 
4 


Wherever sal faty and 


4 x 
THALES 


Together * Safer + Everywhere 


MPU: 240x256 px 


Thales in Canada 
Pinas global 


MPU: 300x250 px 


FIND OUT MORE > | THALES 


Together * Safer + Everywhere 


THALES 


Together * Safer * Everywhere 


Billboard: 970x90 px 
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Where aver r safely an 
Ground Ground 


Transportation Transportation solution 
solution : 
Wherever safety » Wherever safety and 


security matter, we deliver 
ii " 


THALES 


Together » Safer + Everywhere 


MPU: 240x256 px 


Thales in Canada 
pias global 


THALES 


Together * Safer + Everywhere 


Double MPU: 300x600 px 


THALES 


Together « Safer » Everywhere 


r , Wherever saftey and Le : THALES 


security matter, we deliver na Together « Safer « Everywhere 


Skyscraper: 160x600 px Leaderboard: 728x90 px 


Wherever Sftey o and» »S 1s THALES 


J security matter, we déliver . Se <i Together + Safer + Everywhere 


Billboard: 970x250 px 
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GUIDELINES ON DIGITAL UNITS 


Setting up the PSD files ensures a smooth process for 
exporting digital assets into HTMLS format. Some basic rules 
apply. All files are set up with Magenta spacers to act as 
padding guides. 


COMPONENTS 


Not all digital units contain every element listed below. 

If a unit is too small to contain all of the elements, only the 
really necessary components should be used. These are: the 
headline and the Thales logo with signature, as shown in the 
Leaderboard and Billboard examples. 


@ IMAGES 


Select an appropriate image that has a clear area at the top 
and base to allow for headline/logo legibility. 


@ HEADLINES 


Font: Futura Bold, upper and lowercase. 


Colour: White. 


© SUBHEADS 


Font: Futura Medium, upper and lowercase. 


Colour: White. 


@ CALLTO ACTION 


Heading 
Font: Triplex Sans Bold, CAPS 
Colour: White. 


Box 

Colour: Thales light blue. 
Stroke: Opacity 100%. 
Fill: Opacity 75%. 


@ THALES LOGO WITH SIGNATURE 


Style: White with position statement. 
Placement: Depending upon the format, the logo can be 
centred or right aligned. 


© KEYLINE AROUND ADVERTS 


Colour: Black. 
Stroke: Opacity 100%. 


@ PADDING GUIDES 


Padding guides are positioned around the inside edge of the 
unit sits between the content and the keyline. 
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Ground 
Transportation 


solution 


Wherever safety 
and security matter, 
we deliver 


Ground 
Transportation 


solution 
Wherever safety 


and security matter, 
we deliver 


& 
THALES 


Together + Safer + Everywhere 


THALES 


Together + Safer + Everywhere 


Skyscraper: 160x600 px Skyscraper: 160x600 px 
showing 20px padding showing content only 
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SKYSCRAPER SPECIFICATIONS 


These specifications are for guidance only. Some of the 
content will need to be adjusted according to the amount of 
information detailed within the banner advert. 


@ IMAGES 


Select an appropriate image that has a clear area at the top 
and a darker base to allow for headline/logo legibility. 


@ HEADLINES 

Font: Futura bold, upper and lowercase. 
Colour: White. 

Size: 16 pixels 


@ CALLTO ACTION 


Heading 

Font: Triplex Sans Bold, CAPS 
Colour: White. 

Size: 14.5 pixels. 


Box 

Colour: Thales light blue. 
Stroke:1 pixel. Opacity 100%. 
Fill: Opacity 75%. 

Height: 27 pixels. 


Width: 118 pixels. 
Arrow 
Colour: White. 


Size: X-height of text. 


© SUBHEADS 

Font: Futura medium upper and lowercase. 
Colour: White. 

Size: 13 pixels 


@ THALES LOGO WITH SIGNATURE 


Style: White with position statement. 

Size: 118 pixels. 

Placement: Centre within padding area at the base of the 
banner advert. 


© KEYLINE AROUND ADVERTS 


Colour: Black. 
Stroke: 1 pixel. Opacity 100%. 


@ PADDING 


There is 20px padding around the inside edge of the unit 
hat sits between the content and the keyline. 


Between the headings, call to action and additional text 
here is 12 pixel padding. 


n this example the website url, call to action and Thales logo 


with signature are of equal width. 


For other web banners as shown on the previous page, these 
elements can be placed according to the format and size of 


he banner advert. 
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«4.5» 


Products, solutions and Group banners and posters 
Scalable Portrait 


THALES® [ie 


Title of poster @ 


By-line text 


1/3xX 1/3xX 1/3xX 

1/8x y Dividing lines 
Weight: scale existing 
posters as a reference 
for stroke weight 
Stroke colour: 

1/8x y Thales light blue 

Banner 

panel 
N 
Z 1/2xZ SZ 
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Use these scalable values as a guide for the creation 
of poster sizes not included in the approved set of poster 
guidelines/templates (A3, A2, Al, AO). 


The typeface is Futura. Font variations Futura BT and PT are 
recommended. 


@ THALES LOGO TOP 


Style: Reversed colour. 
Size: Height of Z value. 
Placement: 2x Z value from top, centred. 


O TITLE 
Heading 

Font: Futura Bold. 
Colour: White. 


Size: Scale existing posters as reference for font size. 


Sub-heading 

Font: Futura Medium. 

Colour: White. 

Size: Scale existing posters as reference for font size. 
Placement: | /5x Y value from top, centred. 


© BACKGROUND GRADIENT 


Top overlay gradient 

100% black to 0% opacity, apply multiply effect. 

The gradient opacity is applied at the designers’ discretion 
dependent on poster image. 


The bottom overlay gradient 
100% black to 0% opacity apply multiply effect. 


@ TEXT BOXES (OPTIONAL) 

Fonts 

Colour: White. 

Heading: Triplex Sans Extrabold. Scale existing posters as 
reference for font size. 

Body: Triplex Sans Bold. Scale existing posters as reference 
for font size. 


Box 

Colour: Thales light blue. 

Stroke: Scale existing posters as a reference. 
for stroke weight. Opacity 100%. 

Fill: Opacity 75%. 


Placement of text boxes at designers’ discretion dependent 
on background image. 


© IMAGES (OPTIONAL) 


Additional image placement 

As well as using a single image for a poster, three 
additional images can be positioned as shown in the 
example opposite. 


© BANNER PANEL 


Colour: Thales light blue. 
See page 53 for colour specifications. 


@ URL 

URL 

Font: Triplex Sans Light. 
Colour: White. 


Size: Scale existing posters as reference for font size. 


Box 

Colour: White. 

Stroke: Scale existing posters as a reference 

for stroke weight. 

Height: 1 /2x Z value. 

Width: Adjustable based on length of URL. 

Placement: Z value from left edge, vertically centred in solid 
colour box. 


© SOCIAL MEDIA ICON LOCKUP 
Style: White vector 

Size: 1/2 x Z value wide. 

Placement: Z value from right edge, 1/2 x Z value space 
between elements. Vertically centred in solid colour box. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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Products, solutions and Group banners and posters 
Scalable Portrait examples 


Example: Country/ Group 


Scalable Portrait poster, with 
single image. 
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Example: Market/Domain — 
Transport 


Scalable Portrait poster, 
with single image, plus three 
optional images. 


THALES 


Transport solutions 


Wherever safety and security matter, we deliver 


— o 


ree 
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«4.5» 


PRINT COMMUNICATIONS 


Products, solutions and Group banners and posters 
Scalable Landscape poster 


HEADING 

Nimi, sedi ommostio quam coneseq uide HEADING 

tib erioris volupta tenienisti occatendit Nimi, sedi ommostio quam coneseq uide 
tib erioris volupta tenienisti occatendit 


HEADING 
Y Nimi, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit HEADING 


Nimi, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit 


by 5 X divided by 4 


Wem "= =sa a, = oll Oe ae rotor rererer ne Sete ce. mn ae ai | 
NN id 


Y divided 


X divided by 4 X divided by 4 X divided by 4 


Zi Y divided 


Dividing lines Z 
by 28 


Weight: scale existing posters as a reference 
for stroke weight 


Banner panel colour: 


Thales light blue 


DIMENSIONS 
EXPLAINED 
X = width of poster 


Y = height of poster 
Z =X divided by 20 
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Use these scalable values as a guide for the creation 
of poster sizes not included in the approved set of poster 
guidelines/templates (A3, A2, Al, AO). 


Where sizes specifications are very wide, use the formula 
below as a starting point and adjust as required to maintain 
a visual balance. 


The typeface is Futura. Font variations Futura BT and PT are 
recommended. 


@ THALES LOGO TOP 
Style: Reversed colour. 
Size: Height of Y divided by 20. 


Placement: Z value from top, centred. 


O TITLE 


Heading 
Font: Futura Bold. 
Colour: White. 


Size: Scale existing posters as reference for font size. 


Sub-heading 
Font: Futura Medium. 
Colour: White. 


Size: Scale existing posters as reference for font size 


Placement: Y divided by 6 value from top, centred. 


@ BACKGROUND GRADIENT 


Top overlay gradient 

100% black to 0% opacity, apply multiply effect. 

The gradient opacity is applied at the designers’ discretion 
dependent on poster image. 


The bottom overlay gradient 
100% black to 0% opacity apply multiply effect. 


@ TEXT BOXES (OPTIONAL] 

Fonts 

Colour: White. 

Heading: Triplex Sans Extrabold. Scale existing posters as 
reference for font size. 

Body: Triplex Sans Bold. Scale existing posters as reference 
for font size. 


Box 

Colour: Thales light blue 

Stroke: Scale existing posters as a reference 
for stroke weight. Opacity 100%. 

Fill: Opacity 75% 


Placement of text boxes at designers’ discretion dependent 
on background image. 


© IMAGES (OPTIONAL) 


Additional image placement 

As well as using a single image for a poster, 

four additional images can be positioned as shown 
in the example opposite. 


© BANNER PANEL 


Colour: Thales light blue. 
See page 53 for colour specifications. 


@ URL 

URL 

Font: Triplex Sans Light. 
Colour: White. 


Size: Scale existing posters as reference for font size. 


Box 

Colour: White. 

Stroke: Scale existing posters as a reference. 

for stroke weight. 

Height: Y divided by 28. 

Width: Adjustable based on length of URL. 
Placement: Z from left edge, vertically centred in solid 
colour box. 


© SOCIAL MEDIA ICON LOCKUP 
Style: White vector 

Size: High of icons Y/28. 

Placement: Z value from right edge, space between 
elements - width of icon. Vertically centred in solid 
colour box. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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«4.5» 


Products, solutions and Group banners and posters 
Scalable Landscape poster examples 


THALES 


Global innovations 


Example: Country/Group 


Scalable Landscape poster, with single image. 
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THALES 


Example: Market/ Domain — Transport 
Scalable Landscape poster, with single image, plus four optional images. 
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PRINT COMMUNICATIONS 


Products, solutions and Group banners and posters 
Pull up Banner 1000x2400mm 


000mm 


490mm 


THALES 


Title of banner 
By-line text 


HEADING 
Nimi, sedi ommostio quam coneseq uide 4A 
rib erioris volupta tenienisti occatendit 


HEADING 
Nimi, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit 


HEADING 
Nimi, sedi ommostio quam coneseq wide 
rib erioris volupta tenienisti occatendit 


HEADING 
Nimi, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit 


2400mm 


HEADING 
Nimi, sedi ommostio quam coneseq wide 
rib erioris volupta tenienisti occatendit 


Dividing lines 
Weight: pt 
Stroke colour: Thales light blue 


Banner panel colour: 
Thales light blue 


230 mm 


This area will not be displayed 
as it will be permanently 
retracted in the banner base 
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The typeface is Futura. Font variations Futura BT and PT are 
recommended. 


@ THALES LOGO TOP 
Style: Reversed colour. 

Size: 490mm wide. 

Placement: 198mm from top, centred. 


OTTLE 

Heading 

Font: Futura Bold. 

Colour: White. 

Size: 200pt, Auto (240pt) leading. 


Sub-heading 

Font: Futura Medium. 

Colour: White. 

Size: 125pt, Auto (150pt) leading, 20mm paragraph 
space before. 

Placement: 233mm from the base of the Thales logo. 


@ BACKGROUND GRADIENT 


Top overlay gradient 

100% black to 0% opacity, apply multiply effect. 

The gradient opacity is applied at the designers’ discretion 
dependent on poster image. 


The bottom overlay gradient 
100% black to 0% opacity apply multiply effect. 


@ TEXT BOXES (OPTIONAL) 


Fonts 

Colour: White. 

Heading: Triplex Sans Extrabold, 45pt. 

Body: Triplex Sans OT Bold, 45pt, Auto (54pt) leading. 


Box 

Colour: Thales light blue. 

Stroke: 3pt Opacity 100%. 

Fill: Opacity 75%. 

Placement of text boxes at designers’ discretion dependent 
on background image. 


© IMAGES (OPTIONAL) 


Additional image placement 

As well as using a single image for the pull up banner, 

three additional images can also be used. Position as shown 
in the example opposite. 


© BANNER PANEL 


Colour: Thales light blue. 
See page 53 for colour specifications. 


@ URL 


Font 

Font: Triplex Sans Light. 
Colour: White. 

Size: 61 pt, I5Opt kerning. 


Box 

Colour: White. 

Stroke: Apt. 

Height: 41 mm. 

Width: Adjustable based on length of URL. 
Placement: 50mm from left edge. Vertically centred in 
visible part of solid colour box. 


© SOCIAL MEDIA ICON LOCKUP 
Style: White vector 

Size: High of icons 41mm. 

Placement: 50mm from right edge, space between elements 
- width of icon. Vertically centred in visible part of solid 
colour box. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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«4.5» 


Products, solutions and Group banners and posters 
Pull up Banner 


Example: Country/ Group 
Pull up Banner, with single image. 


THALES 


Canada 


Wherever safety and security matter, we deliver 


HEADING 


\Nimi, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit 


Permanently retracted 
area in the banner base 
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Example: Market/ Domain — Transport 
Pull up Banner with single image, plus three optional images. 


THALES 


Transport solutions 


Wherever safety and security matter, we deliver 


HEADING 
Nimi, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit 


HEADING 
Nimi, sedi ommostio quam coneseq uide 
ee ‘i a HEADING 


. rib erioris volupta tenienisti occatendit 
J : Nimi, sedi ommostio quam coneseq uide 
Sa f rib erioris volupta tenienisti occatendit 
4 “ v y ad “ ~ 


HEADING 
Nimi, sedi ommostio quam coneseq uide 
erioris volupta tenienisti occatendit 


HEADING 
Nimi, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit 


soc iooon Fw A 


Permanently retracted 
area in the banner base 
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PRINT COMMUNICATIONS 


Products, solutions and Group banners and posters 
Pull up Banner 800x2100mm 


800mm | 


490mm 


THALES 6 


Title of banner 
By-line text 


Nimi, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit 


HEADING 
Nimi, sedi ommostio quam coneseq uide 


rib erioris volupta tenienisti occatendit 


HEADING 
Nimi, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit 


2100mm 


HEADING 
Nimni, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit 


HEADING 
Nimi, sedi ommostio quam coneseq uide 
rib erioris volupta tenienisti occatendit 


Dividing lines 
——_ —— Weight 9pt 
Stroke colour: Thales light blue 


300mm 


Banner panel colour: Thales light blue 


oot eS eee = 100mm 


This area will not be displayed as it is 
permanently retracted in the banner base 


arr: ©} SOrnm 
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The typeface is Futura. Font variations Futura BT and PT are 
recommended. 


@ THALES LOGO TOP 
Style: Reversed colour. 

Size: 490mm wide. 

Placement: 198mm from top, centred. 


OTTLE 

Heading 

Font: Futura Bold. 

Colour: White. 

Size: 200pt, Auto (240pt) leading. 


Sub-heading 

Font: Futura Medium. 

Colour: White. 

Size: 125pt, Auto (150pt) leading, 20mm paragraph 
space before. 

Placement: 233mm from the base of the Thales logo. 


@ BACKGROUND GRADIENT 


Top overlay gradient 

100% black to 0% opacity apply multiply effect. 

The gradient opacity is applied at the designers’ discretion 
dependent on poster image. 


The bottom overlay gradient 
100% black to 0% opacity apply multiply effect. 


@ TEXT BOXES (OPTIONAL) 


Fonts 

Colour: White. 

Heading: Triplex Sans Extrabold, 45pt. 

Body: Triplex Sans OT Bold, 45pt, Auto (54pt) leading. 


Box 

Colour: Thales light blue. 

Stroke: 3pt Opacity 100%. 

Fill: Opacity 75%. 

Placement of text boxes at designers’ discretion dependent 
on background image. 


© IMAGES (OPTIONAL) 


Additional image placement 

As well as using a single image for the pull up banner, 

three additional images can also be used. Position as shown 
in the example opposite. 


© BANNER PANEL 


Colour: Thales light blue. 
See page 53 for colour specifications. 


@ URL 


Font 

Font: Triplex Sans Light. 
Colour: White. 

Size: 52pt, 15Opt kerning. 


Box 

Colour: White. 

Stroke: Apt. 

Height: 35mm. 

Width: Adjustable based on length of URL. 
Placement: 50mm from left edge. Vertically centred in 
visible part of solid colour box. 


© SOCIAL MEDIA ICON LOCKUP 
Style: White vector 

Size: High of icons 35mm. 

Placement: 50mm from right edge, space between elements 
- width of icon. Vertically centred in visible part of solid 
colour box. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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Products, solutions and Group banners and posters 
Octanorm Vario straight, for three panels 


2199mm (3x 733mm panels) 


150mm | 690mm 


vm THALES 


Title of poster @ 


By-line text 


2250mm 


375mm 733mm 733mm 733mm 


320mm 


| 
| 
| 
| 
| 
1 
1 
1 
| 
| 
| 
| 
| 
| 
| 
| 
| 
1 
A 
( 
' 
1 
if 
i 
i 
i 
- 
A 
( 
' 
1 
i 
j 
i 
1 
1 
1 
' 


1lOmm 55min MOmm 
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The typeface is Futura. Font variations Futura BT and PT are 
recommended. 


@ THALES LOGO TOP 
Style: Reversed colour. 

Size: 690mm wide. 

Placement: 150mm from top, centred. 


OTTLE 

Heading 

Font: Futura Bold. 

Colour: White. 

Size: 260pt, Auto (312pt) leading. 


Sub-heading 

Font: Futura Medium. 

Colour: White. 

Size: 180pt, 216pt leading, 15mm paragraph 
space before. 

Placement: 375mm from the top of the banner. 


@ BACKGROUND GRADIENT 


Top overlay gradient 

100% black to 0% opacity, apply multiply effect. 

The gradient opacity is applied at the designers’ discretion 
dependent on poster image. 


The bottom overlay gradient 
100% black to 0% opacity apply multiply effect. 


@ TEXT BOXES (OPTIONAL) 


Fonts 

Colour: White. 

Heading: Triplex Sans Extrabold, 65pt. 

Body: Triplex Sans Bold, 65pt, Auto (78pt) leading. 


Box 

Colour: Thales light blue. 

Stroke: 6pt Opacity 100%. 

Fill: Opacity 75%. 

Placement of text boxes at designers’ discretion dependent 
on background image. 


© IMAGES (OPTIONAL) 


Additional image placement 

As well as using a single image for the Octanorm Vario 
three-panel banner, three additional images can also be 
used. Position as shown in the example opposite. 


© BANNER PANEL 


Colour: Thales light blue. 
See page 53 for colour specifications. 


@ URL 


Font 

Font: Triplex Sans Light. 
Colour: White. 

Size: 90pt, 15Opt kerning. 


Box 

Colour: White. 

Stroke: Opt. 

Height: 55mm. 

Width: Adjustable based on length of URL. 

Placement: 110mm from left edge, vertically centred in the 
coloured panel at the base of the banner. 


© SOCIAL MEDIA ICON LOCKUP 
Style: White vector 

Size: High of icons 55mm. 

Placement: 110mm from right edge, space between 
elements - width of icon. Vertically centred in solid 
colour box. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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Products, solutions and Group banners and posters 
Octanorm Vario straight, for three panels 


THALES 


Germany 


Wherevever safety and security matter, we deliver 


Example: Country / Group 


Octanorm Vario straight banner for three panels, with single image. 
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THALES 


Transport solutions 


Wherevever safety and security matter, we deliver 


Example: Market/ Domain — Transport 


Octanorm Vario straight banner for three panels, with single image, plus three optional images. 
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Products, solutions and Group banners and posters 
Octanorm Vario curved for three panels 


2142mm (3x 714mm panels} 


690mm 


THALES © 


Title of poster @ 
By-line text 


2250mm 


375mm 714mm 714mm 714mm 


320mm 


| 
| 
| 
| 
| 
| 
| 
} 
| 
| 
| 
| 
| 
| 
| 
| 
| 
i 
' 
1 
' 
1 
' 
1 
i 
1 
1 
t 
n 
i 
i 
1 
1 
T 
I 
' 
t 
1 
t 


10mm 55mm 10mm 
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The typeface is Futura. Font variations Futura BT and PT are 
recommended. 


@ THALES LOGO TOP 
Style: Reversed colour. 

Size: 690mm wide. 

Placement: 150mm from top, centred. 


OTTLE 

Heading 

Font: Futura Bold. 

Colour: White. 

Size: 260pt, Auto (312pt) leading. 


Sub-heading 

Font: Futura Medium. 

Colour: White. 

Size: 180pt, 216pt leading, 15mm paragraph 
space before. 

Placement: 375mm from the top of the banner. 


@ BACKGROUND GRADIENT 


Top overlay gradient 

100% black to 0% opacity, apply multiply effect. 

The gradient opacity is applied at the designers’ discretion 
dependent on poster image. 


The bottom overlay gradient 
100% black to 0% opacity, apply multiply effect. 


@ TEXT BOXES (OPTIONAL) 


Fonts 

Colour: White. 

Heading: Triplex Sans Extrabold, 65pt. 

Body: Triplex Sans Bold, 65pt, Auto (78pt) leading. 


Box 

Colour: Thales light blue. 

Stroke: 6pt Opacity 100%. 

Fill: Opacity 75%. 

Placement of text boxes at designers’ discretion dependent 
on background image. 


© IMAGES (OPTIONAL) 


Additional image placement 

As well as using a single image for the Octanorm Vario 
three-panel banner, three additional images can also be 
used. Position as shown in the example opposite. 


© BANNER PANEL 


Colour: Thales light blue. 
See page 53 for colour specifications. 


@ URL 


Font 

Font: Triplex Sans Light. 
Colour: White. 

Size: 90pt, 15Opt kerning. 


Box 

Colour: White. 

Stroke: Opt. 

Height: 55mm. 

Width: Adjustable based on length of URL. 

Placement: 110mm from left edge, vertically centred in the 
coloured panel at the base of the banner. 


© SOCIAL MEDIA ICON LOCKUP 
Style: White vector 

Size: High of icons 55mm. 

Placement: 110mm from right edge, space between 
elements - width of icon. Vertically centred in solid 
colour box. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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Products, solutions and Group banners and posters 
Octanorm Vario curved for three panels 


THALES 


UAE 


Wherever safety and secu e deliver 
i 
ly - 


Example: Country/ Group 


Octanorm Vario curved for three panels, with single image. 
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THALES 


Transport solutions 


Wherever safety and security matter, we deliver 


Example: Market/ Domain — Transport 


Octanorm Vario curved for three panels, with single image, plus three optional images. 
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<4.6> 


PRINT COMMUNICATIONS 


Internal communications posters 


The internal identity 
programme is to be 
used for internal 
communications only. 


For further information about 
the Thales visual identity 
system, please visit to the 
Brand Space website at 
brandworld.thalesgroup.com 


@ Serbia and Montenegro 
Air Traffic Services 


Thursday 4 April 2015 
2pm to 4pm, Auditorium 
DIMENSIONS 


EXPLAINED 
X = width of poster 


Y = height of poster 
Z =X divided by 15 


z 1/2xZ 7 
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These posters are intended for internal communications only. 
These are based on the ratio of the document width (X) to 
document height (Y). For scaling please use the formula: 

% = (X new layout + X master layout) x 100. 


@ THALES LOGO 
Style: White. 
Size: Height (Thales name): 1/2 Z value. 


Placement: 2x Z value from bottom, Z value from right edge. 


OTITLE 


Headlines should be brief and to the point, containing no 
more than eight words, wherever possible. ‘Thales’ does not 
necessarily have to appear in the headline. 


Heading 
Font: Futura Bold. Colour: White or Thales dark blue. 
Size: Scale existing posters as reference for font size. 
Sub-heading 

Font: Futura Medium. Colour: White or Thales dark blue. 


Size: Scale existing posters as reference for font size. 


© TEXT BOXES 


The ‘Feature Box’ element of the poster is also consistent 
across all of the advertising hierarchy. They should be 

clear concise statements about the individual benefits to 
employees, and the difference they can make. Copy should 
not be more than three sentences deep. 


Fonts 
Colour: White. 
Heading: Triplex Sans Extrabold. Scale existing posters as 


reference for font size. 
Body: Triplex Sans Bold. Scale existing posters as reference 
for font size. 


Box 

Colour: Thales light blue. 

Stroke: Scale existing posters as a reference. 
for stroke weight. Opacity 100%. 

Fill: Opacity 75%. 


Placement of text boxes at designers’ discretion dependent 
on background image. 


@ IMAGE 


Ideally, select an image that has a clear area of four rows 
at the top to allow for headline legibility, and a darker area 
at the base. 


However, there is no need to adopt the style used for 
external advertising visuals. This gives you greater freedom 
regarding visual content to deliver your message. If you 

are unable to have lighter and darker areas in an image, 
create a dark blue Thales vignette to frame the content — this 
provide visual brand consistency throughout all comms. 


@ BANNER PANEL 


Colour: Thales light blue. 
See page 53 for colour specifications. 


© URL (thalesgroup.com or intranet] 
URL 

Font: Triplex Sans Light. 

Colour: White. 


Size: Scale existing posters as reference for font size. 


Box 

Colour: White. 

Stroke: Scale existing posters as a reference 

for stroke weight. 

Height: 1 /2x Z value. 

Width: Adjustable based on length of social media icons 
under or length of URL if longer. 

Placement: Z value from left edge, 2x Z value from bottom. 


@ SOCIAL MEDIA ICON LOCKUP 
(OPTIONAL) 


Style: White vector 

Size: 1/4 x Z value wide. 

Placement: Aligned bottom left on margin. 1/4 x Z value 
space between elements. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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For all brochures and data sheets, please use the 
templates provided for your design. Wide use of these 
templates ensures consistency of design across the 
Group, which helps to improve brand recognition among 
our audiences. Using templates is also the cost and time 
effective option, as the artwork already exist, so design 
time is reduced and costs are minimised. 


If the templates are not suitable for your communication 
needs, the visual identity guidelines offer plenty of flexibility 
for designers to create new materials whilst retaining 

the core elements of our identity that help ensure visual 
consistency across documents. 


When commissioning design for brochures or any other 
materials, take the time to consider your audience and their 
needs. Remember, design shouldn't be about your personal 
taste! Make sure information that is clear and images reflect 
our brand standards. 
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PRINT COMMUNICATIONS 
Product/ Capability Brochures 


BULLET STYLE 


Typeface used for the bullet style is Thales 2014 arrow 
regular font. 


Once installed, when you apply BODY COPY - bullets 
to your text from the paragraph styles window you should 
automatically have the new Thales 2014 arrow font as the 
bullet point graphic. 


Note, the Thales 2014 Arrow font is only intended to be used 
for text no larger than 12pt. 


If you require font larger than 12pt, you should insert the 
Thales Arrow element from Adobe Illustrator. This will ensure 
that the tint for the top part of the arrow is reproduced 
cleanly when printed. 


THALES ARROW ELEMENT 


The Thales Arrow Adobe Illustrator file is available from 
Thales Brand World (TBW) in the brand section. 


THALES ARROW 
ELEMENT 
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PRINT COMMUNICATIONS 


Product/ Capability Brochures 
Front cover page - standard 


OTHALES -  &s 2 Website URL aes Lag Z 


Zx4 


5mm 
DIMENSIONS 
EXPLAINED 
X = width of- 


document 


Y = height of 
document 


«PRODUCT LINE» 


1/6x Y PRODUCT/SERVICE NAME 


Product/ service byline (optional) 


Z =X divided 
by 15 


1/2xY 


___ Dividing lines 
Weight: 2pt 
Stroke colour: 


Thales light blue 
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This section presents the recommended visual style for 
literature. It demonstrates how the basic design elements are 
applied across all different levels of printed collateral. 


Product/Capability covers must comply with a 
strict set of design rules based on the ratio of the document 
width (X) and the document height (Y). 


For all formats, divide the document width by 15 to 
calculate the reference value (Z). This value is used to 
determine the size of the different elements in the document 


design Z = X divided by 15. 


The typeface is Futura. Font variations Futura BT and PT are 
recommended. 


@ THALES LOGO 

Style: Primary two colour logo. 

Size: 4 x Z wide. 

Placement: Height of Z from top, ranged left with margin. 


@ URL 


Font 

Font: Triplex Sans Light. 

Colour: Thales light blue. 

Size: 1] pt, 150pt kerning, centred. 


Box 

Colour: Thales light blue. 

Stroke: O.5pt. 

Height: 1/2 x Z. 

Width: Adjustable based on length of URL. 
Placement: Z from right-hand margin. 


© TITLE BANNER 
Depth of banner: 1/6 x Y. 
Colour: Thales light blue. 


Product line 

Font: Triplex Sans Extrabold CAPS. 

Colour: White 

Size: 10pt, 11 pt leading, 100pt kerning, 5mm 
paragraph space after. 


Product/Service name 

Font: Futura Bold CAPS. 

Colour: White. 

Size: 25pt, 26pt leading, -20pt kerning with 5mm 
paragraph space before. 


Product/Service by line optional 

Font: Futura Bold upper and lower case. 
Colour: White. 

Size: 18pt, Auto (21.6pt) leading, -20pt kerning. 


@ MAIN IMAGE 


Place an image of the product or the environment where 
the product is used (e.g image of submarine at sea for a 
sonar solution). 


@ ADDITIONAL IMAGES 
(OPTIONAL) 


As well as using a single image for the cover, three 
supporting images may also be used to illustrate product/ 
capability. Position as shown in the example opposite. 


More direction on imagery is available on Thales Brand 
World under Photography. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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Product/ Capability Brochures 
Front cover page - standard examples 


Example: Product/ Capability 
— Defence 


F ~ Standard 
THALES cbante URL wanereleinage. 


168_<Brand standards» 


THALES 


«PRODUCT LINE> 


PRODUCT/SERVICE NAME 


Product/ service byline (optional) 


Website URL 


Example: Product/ Capability 
— Transport 

Front cover — Standard 

with single image, plus three 
optional images. 
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PRINT COMMUNICATIONS 


Product/ Capability Brochures 
Front cover page - with bullet list and 
optional image 


x 
ia > 
i eee er 
| 
— OTHALES OE wetsicua J iaxz 
Ea < > 
‘| | ZxA 
ye 
(OPTIONAL HEADING) 
Bullet point 1. 
oon 4 ain at - Optional deep etched product shot DIMENSIONS 
EXPLAINED 
ong on mie : Eile. X = width of- 
Saati yal : document 
Y = height of 
«PRODUCT LINE> 
document 
1/6x¥ PRODUCT/SERVICE NAME ee 
Product/ service byline (optional) 
¥, = 
1/2x¥ 
Vv Vv 
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The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


@ THALES LOGO 


Style: Primary two colour logo. 
Size: 4 x Z wide. 


Placement: Height of Z from top, ranged left with margin. 


@ URL 


Font 

Font: Triplex Sans Light. 

Colour: Thales light blue. 

Size: 1] pt, 150pt kerning, centred. 


Box 

Colour: Thales light blue. 

Stroke: O.5pt. 

Height: 1/2 x Z. 

Width: Adjustable based on length of URL. 
Placement: Z from right-hand margin. 


© BULLET POINT INTRO 


Optional heading 

Font: Futura Book CAPS. 
Colour: Thales light blue. 
Size: I5pt, 18pt ranged lett. 


Bullet points 

You will need to install the Thales 2014 Arrow Font. 
When you apply bullets to your text from the paragraph 
styles window, you should automatically have the new 
Thales arrow element as the bullet point graphic. 


Font: Futura Book. 

Colour: Thales light blue. 
Size: 1Opt, 10.5pt ranged left. 
Left indent: 4mm 

First line left indent :-4mm 


@ OPTIONAL IMAGE 


This upper image is optional to use and can either 
overlap the main image area, or be treated as a cut-out 
as shown opposite. 


@ TITLE BANNER 
Depth of banner: 1/6 x Y. 
Colour: Thales light blue. 


Product line 

Font: Triplex Sans Extrabold CAPS. 

Colour: White 

Size: lOpt, 1] pt leading, 1OOpt kerning, 5mm 
paragraph space after. 


Product/Service name 

Font: Futura Bold CAPS. 

Colour: White. 

Size: 25pt, 26pt leading, -20pt kerning with 5mm 
paragraph space before. 


Product/Service by line optional 

Font: Futura Bold upper and lower case. 
Colour: White. 

Size: 18pt, Auto (21.6pt) leading, -20pt kerning. 


© MAIN IMAGE 


Place an image of the product or the environment 
where the product is used (e.g image of submarine at sea 
for a sonar solution). 


More direction on imagery is available on Thales Brand 
World under Photography. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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THALES 


BULLET POINT INTRO 
(OPTIONAL HEADING) 


@ Bullet point 1. 
@ Bullet point 2. 
@ Bullet point 3. 
@ Bullet point 4. 
@ Bullet point 5. 


¢PRODUCT LINE> 


PRODUCT/SERVICE NAME 


Product/ service byline (optional) 
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Website URL 


PRINT COMMUNICATIONS 


Product/ Capability Brochures 
Front cover page - with bullet list and 
optional image examples 


Example: Product/ Capability 
— Defence 


Front cover — with bullet list and 
optional image. 


THALES 


BULLET POINT INTRO 
(OPTIONAL HEADING) 


@ Bullet point 1. 
@ Bullet point 2. 
@ Bullet point 3. 
@ Bullet point 4. 
@ Bullet point 5. 


¢PRODUCT LINE> 


PRODUCT/SERVICE NAME 


Product/ service byline (optional) 


le AP 


Website URL 


Example: Product/ Capability 
— Aerospace 


Front cover — with bullet list. 
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PRINT COMMUNICATIONS 


Product/ Capability Brochures 
Front cover page - with two-column text 


OTHALES tS (2 Website URL 


Zx4 
© PTIONAL HEADING (TWO-COLUMN INTRO LAYOUT) 
Bea volupti nus. Geni odi ulpario rionet harist ut omnim @ Bea volupti nus. Geni odi ulpario rionet harist ut omnim 
‘fuga. Itae. Nam alibus volupitate pernam fuga. Itae. Nam alibus volupitate pernam 
jam qui volores premolendis aut vit magni que cus et aut 2 Lam qui volores premolendis aut vit magni que cus et aut 
doles eost voluptatur molupta tatesti busdam doles eost voluptatur molupta tatesti busdam 


DIMENSIONS 
EXPLAINED 


% Landa nus, quae. Elloreptatio dendisqui omnis exceanem 4 Landa nus, quae. Elloreptatio dendisqui omnis excea nem 
senet id molor si sam eum estem facea pa. dendisqui senet id molor si sam eum estem facea pa. dendisqui ' 
omnis excea nem senet id molor si sasdf bnv bgfbfg omnis excea nem senet id molor si sasdf bnv bgfbfg. 


Bioetieediss eseas Volor molupta eatis.ea_nullia si vitae. Ebitatus si @ Volor molupta eatis ea nullia si vitae. Ebitatus sim dolor. 


oni X = width of- 
ee aaa document 
Y = height of 
«PRODUCT LINE» document 
1/ox¥ PRODUCT/SERVICE NAME ee 
Product/ service byline (optional) 
vy 
¥| ane 
1/2x¥ 
v Vv 
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The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


@ THALES LOGO 


Style: Primary two colour logo. 
Size: 4 x Z wide. 


Placement: Height of Z from top, ranged left with margin. 


@ URL 


Font 

Font: Triplex Sans Light. 

Colour: Thales light blue. 

Size: 1] pt, 150pt kerning, centred. 


Box 

Colour: Thales light blue. 

Stroke: O.5pt. 

Height: 1/2 x Z. 

Width: Adjustable based on length of URL. 
Placement: Z from right-hand margin. 


© TWO-COLUMN INTRO 


Optional heading 

Font: Futura Book CAPS. 
Colour: Thales light blue. 
Size: I5pt, 18pt ranged lett. 
Placement: Z 


Bullet points 

Font: Futura Book upper and lowercase. 

Colour: Thales light blue. 

Size: 1Opt, 10.5pt ranged left. 

Left indent: 4mm 

First line left indent :-4mm 

Bullet styling: Insert Thales arrow element as the bullet 
point graphic. 

Placement: Z from left-hand margin. 


© TITLE BANNER 
Depth of banner: 1/6 x Y. 
Colour: Thales light blue. 


Product line 

Font: Triplex Sans Extrabold CAPS. 

Colour: White 

Size: 10pt, 1] pt leading, 100pt kerning, 5mm 
paragraph space after. 


Product/Service name 

Font: Futura Bold CAPS. 

Colour: White. 

Size: 25pt, 26pt leading, -20pt kerning with 5mm 
paragraph space before. 


Product/Service by line optional 

Font: Futura Bold upper and lower case. 
Colour: White. 

Size: 18pt, Auto (21.6pt) leading, -2O0pt kerning. 


@ MAIN IMAGE 


Place an image of the product or the environment 
where the product is used (e.g. image of submarine at sea 
for a sonar solution). 


More direction on imagery is available on Thales Brand 
World under Photography. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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Product/ Capability Brochures 
Front cover page - with two-column text examples 


THALES 


Bea volupti nus. Geni odi ulpario rionet harist ut omnim 
fuga. Itae. Nam alibus volupitate pernam. 

Lam qui volores premolendis aut vit magni que cus et aut 
doles eost voluptatur molupta tatesti busdam. 

Landa nus, quae. Elloreptatio dendisqui omnis excea nem 
senet id molor si sam eum estem facea pa. dendisqui omnis 
excea nem senet id molor si sasdf bnv bgfbfg. 

Volor molupta eatis ea nullia si vitabitatus si dolor ipsum. 


Bea volupti nus. Geni odi ulpario rionet harist ut omnim 
fuga. Itae. Nam alibus volupitate pernam. 

Lam qui volores premolendis aut vit magni que cus et aut 
doles eost voluptatur molupta tatesti busdam. 

Landa nus, quae. Elloreptatio dendisqui omnis excea nem 
senet id molor si sam eum estem facea pa. dendisqui omnis 
excea nem senet id molor si sasdf bnv bgfbfg. 

Volor molupta eatis ea nullia si vitae bitatus si dolor. 
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Brand standards » 4 Applying the Brand » 4.7 Print Communications » Product/Capability Brochures » Front cover page — with two-column text examples 


Example: Product/ Capability 
— Security 


Front cover — with two-column 
text. 


THALE —] Website URL 


OPTIONAL HEADING (TWO-COLUMN INTRO LAYOUT) 


@ Bea volupti nus. Geni odi ulpario rionet harist ut omnim @ Bea volupti nus. Geni odi ulpario rionet harist ut omnim 
fuga. Itae. Nam alibus volupitate pernam. fuga. Itae. Nam alibus volupitate pernam. 

# Lam qui volores premolendis aut vit magni que cus et aut @ Lam qui volores premolendis aut vit magni que cus et aut 
doles eost voluptatur molupta tatesti busdam. doles eost voluptatur molupta tatesti busdam. 

# Landa nus, quae. Elloreptatio dendisqui omnis excea nem # Landa nus, quae. Elloreptatio dendisqui omnis excea nem 
senet id molor si sam eum estem facea pa. dendisqui omnis senet id molor si sam eum estem facea pa. dendisqui omnis 
excea nem senet id molor si sasdf bnv bgfbfg. excea nem senet id molor si sasdf bnv bgfbfg. 

# Volor molupta eatis ea nullia si vitae. Ebitatus si. 2 Volor molupta eatis ea nullia si vitae bitatus ipsum dolor. 


«PRODUCT LINE> 


PRODUCT/SERVICE NAME 


Product/ service byline (optional) 


Example: Product/ Capability 
— Transport 


Front cover — with two-column 
text, plus three optional images. 
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4.7) 


Our grids help us maintain a consistent composition 
across all types of communications and allow us to use 
type, graphics and imagery with clarity and precision. 


This section describes how to create effective and 
consistent literature. It describes in detail the key 
principles of the product literature system, and overall 
typographic styling. 


It also provides the basis for most documents and 
should be referred to at all times when producing this 
type of literature. 
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PRINT COMMUNICATIONS 


Product/ Capability Brochures 
Inside spreads 


Each brochure will have different requirements, and will be 
tailored accordingly. Outlined below, are a number of rules 
intended to ensure that Thales brochures have a consistent 
graphical identity. 


THE GRID 


Our grid is based on a two-column grid. 


IMAGES 


Images can span one or two columns. Full-page images are 
also acceptable. 


TERT 


Text can be positioned across one or two columns as 
required. Text styles should be adhered to, and follow the 
approved paragraph styles within the templates. 


CALL-OUT BOXES 


Call-out boxes can be used to break up large amounts of 
text. These boxes can bleed to the edge of the page. 


TABULAR INFORMATION 


Tables can span one or two columns as required. 


FUTURA 


The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


“PRODUCT LINE> 


PRODUCT/SERVICE NAME 
Product/service byline (optional) 


graph (optional) Otatemporrunt venimi, 
commo dem que occuptias cium ut faccuptasped que 
quas sunt ut quae dis is que et doloresto cupidesti 
beribusdae. Et volorum, ant aut quatemped endaeceati 
omnimet qui dolores atur sed molupta autectore 
volorecturit et ea soluptatiis molupti usamusd 
ilamusam quodigenis aut volorey 
optur? 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lt ult is eveliqu untias nestint 


Ut ipsum verati dolupicidis natinve liquam, et hil inv 

doleser chitinverit inis num dolessimo temquia dero 

@, nos delest que cust quatent volesed mi, ommodiae. 

Ai reiusantur modis secuptur aliqui consequos suntis est 

ipsam quianim quo quibus molorerunte lamusam iue® 

HEADING 2 

Vidempedit quodit, quatibust, acerio quae volut magniatis 

ium iur® Qui officit mint rempos quam facepernatur 

ulenie! asit audis modicie nieneca borehentiur alicienis 

et veri quas iusdae. Assimi, con nestotaerum aut od q 

ipsam quiantiatur albus illiquam eos recum vel iuatibus si, 

tem illuptatet verest, quaeri aut pre ium que ium endaero 
lus fe sitatur rempori orpori conem harum inum explia 

‘inl, sunt que doluptatibus veri auda quo bea ne volorum 

siau! occatet et, sanisque magnis aut es dicimus rem 

incla nonsequas api, sunt omnis alignimagnam niatquam 

‘volupta vellorepero eum, tem ipsapedicias que ipidenda 

cortum, utis dis eosapid esfint aligenda net faccae rest, 

eslioste cus volupta ectur, que nimus. 

HEADING 2 

Body copy Qui ad minvendae maximperi blaborum im 

facerferi cus recernate lt ult is eveliqu untios nestint 

Ut ipsum verati dolupicidis natinve liquam, et hil inveris, 

doleser chitinverit, ini inum dolessimo temquia dero 

€, nos delest que cust quatent volesed mi, ommodiae. 

Ai reiusantur modis secuptur aliqui consequos suntis est 

ipsam quianim quo quibus molorerunte lamusam iue® 

Dita vol 1s minimen dantem. Dae que lantion 

none nimporero magnam esequiae pra sequam harum 

dia nonsedi reriatur, volore ne ipsapiet la debis et 

labarion pa ipis consequid quo ipiendis endae dolum am 

natibus eaqui dolum dia soluptis aliquide voluptus il et vid 

quis quosam quam resciiue rescimparro voloreprat iptibus 

ef aligent emporepel ius adict im quam desi tem dollute 

ossimaio. Ut unt accus. 

Bullet points erum quis audam, quam faccum ad mo tem 

labore plitin eum qui tem es necae dicienimus, 
‘voluptat aut parum quiatemqui dellore prorernat 


> Bullet points erum quis audam, quam faccum ad mo tm 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 

> Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore pltin eum qui tem as nacae dicianimus, 
‘voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 

> Vidempedit quodit, quatibust, acerio quae volut 
magniatis ium iur® Qui officit mint rempos quam 
facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae, Assimi, con 
nestotaerim aut od quia ipsam quiantiatur albus, 
iliquam eos recum val iuatibus si, tem illuptatel verest, 

sm endaero rectus re sitalur 

fempor! orporiconem harum, 

HEADING 2 

Specifications: this paragraph style has nested styles 

which uses the market colour fre! and automatically, 

changes fo black after the colon character 

Ovidellor: a sinimag nimaior a comnia volo yoluptat 

autemolore, ut voluptae dest omnisim qui: iusex 

eles molor millabo. Nem del et, que liquam raera coris re 

onsequi consequi cus quas qualum re lab liquistibus e! 

tum equi restromquls exsumquam in em hci etvmquam 

simolestis ero omnimenditem dio eosa volor re sum nis. 

Ovidellor: a sinimag nimaior a comnia volo yoluptat 

automolore, a volupice dest omnisim quis inci us ox 
1 molor millabo. Nam millaboam dal et, qua liquem 

roera cors rs nontequi consequ 
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«PRODUCT LINE> 


PRODUCT/SERVICE NAME 
Product/service byline (optional) 


Intro Paragraph (optional) Otatemporrunt venimi, 
‘commo dem que occuptias ejum ut faccuptasped que 

juas sunt ut quae dis is que et doloresto cupidesti 
beribusdae. Et volorum, ant aut quatemped endacceati 
‘omnimet qui dolores atur sed molupta autectore 
volorecturit et ea soluptatiis molupti usamusd 
.pemnatiis illamusam quodigenis aut volorepelia pe 
‘omnim ullabore plit, optur? 


HEADING 1 

Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ull is eveliqu untias nestint 

ut ipsum verati dolupicidis natinve liquam, ot hil inveris 
doleser chitinverit,inis num dolessimo temquia dere el, 
nos delest que cust quatent volesed mi, ommodia 
Atreiusantur modis secuptur aliqui consequos suntis est 
‘ipsam quianim quo quibus molorerunte lamusam iur? 
HEADING 2 

Vidempedit quodit, quatibust, acerio quae volut magniatis 
‘um tre Qu ofl mint rempos quom facepernatur 
‘auieniet asit audis modicie nieneca borehentivr alicienis 
verit quas iusdae. Assimi, con nestotaerum aut od quia 
ipsam quiantiatur albus illiquam eos recum vel iuntibus sit 
Tem illuptatet verest, quaer aut pre ium que ium endaero 
rectus re sitatur rempori orpori conem harum inum explia 
sini, sunt que dolupfatibus veri auda quo bea ne volorum. 
Si aut occatet et, sonisque magnis aut es dicimus rem 
inca nonsequas pit, sunt omnis alignimagnam niatquam 
yolupta vellorepero eum, tem ipsapedicias que ipidenda 
corrum, utis dis eosapid estintaligenda net Faccae rest, 
estiosto cus volupta ectur, que nimus. 

HEADING 2 

Body copy Quiad minvendae maximperi blaborum im 
acerferi cus recernate It ull is eveliqu untias nestint 

ut ipsum verati dolupicidis natinve liquam, ot hil inveris 
doleser chitinverit,inis num dolessimo temquia dero el, 
nos deles! que cust quatent volesed mi, ommodias 
Atreiusantur modis secuptur aliqui consequos suntis est 
‘ipsam quianim quo quibus molorerunte lamusam iur? 
Dolum am natibus eaqui dolum dia soluptis liquide 
voluptus il et vid quis quosam quam resctiur rescimporro 
Yyoloreprat incta nonsequas. 

Dita volenis eicimus minimen dantem. Dae que lantion 
hone nimporero magnam esequiae pra sequam harum 
cadia nonsedireriatur, volore ne ipsapie! la debis et 
laborion pa ipis consequid quo ipiendis end. 
Dolum am natibus eaqui dolum dia soluptis aliquide 
voluptus il et vid quis quosam quam rescitiur rescimporro 
voloreprat 

destitem di 


titleof rochure,_10, 


Bullet points erum quis audam, quam faceum ad mo tem 
hiciet labore plitin eum qui tem es necae dicienimus, 
yoluptat aut parum quiatemqui dollore prorernat 
quatem ltatiandis etum ot que. 

> Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore plitin eum qui tem es necae dicienimus, 
yoluptat aut parum quialemqui dollore prorernat 
quatem litaiandis etum et que. 

Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quialemqui dollore prorernat 
quatem ltatiandis etum ot que. 

> Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore plitin eum qui tem es necae dicienimus, 
Yyoluptat aut parum quiatemqui dollore prorernat 
quatem litaiandis etum et que. 

% Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quialemqui dollore prorernat 
quatem ltaiandis etum ot que. 


HEADING 2 


Ovidellor: quas quatum @ comnia volo voluptat 
‘aulemolore, ut volupioe dest omnisim quistiincim ius ex 
eles molor millabo. Nem delet, que liquam raera coris. 
Ovidellor: a sinimag nimaior a comnia volo voluptat 
‘aulemolore, ut volupioe dest omnisim quistiincim ius ex 
‘eles molor millabo. Nem del et, que liquam raera coris re 
nonsequi consequi cus quas quatum re lab iliquistibus et 
‘magnime sunt officidem fugiam quost eritatqui restrumquis. 
‘omnimenditem dio eosa volor re sum nis apient 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lt ult is eveliqu untios nestint 
tipsum verti dolupicidsnatine quan, ilinveris 
doleser chitinverit, ini inum dolessimo temquia dero 
i, nos delest que cust quatent volesed mi, ommodiae. 
Ai reiusantur modis secuptur aliqui consequos suntis 
ipsam quianim quo quibus molorerunte lamusam iue® 
HEADING 2 

Dita volenis eicimus minimen dantem. Dae que lantion 
none nimporero magnam esequiae pra sequam harum 
dia nonsedi reriatur, volore ne ipsapiet la debis et 
laborion pa ipis consequid quo ipiendis endae dolum am 
nafibus eaqui dolum dia soluptis aliquide voluptus il et vid 
quis quosam quam resciiue rescimporro voloreprat iptibus 
ef aligent emporepel ius adici im quam desi tem dollute 
nossimaio. Ut unt accus incla nonsequas. 

HEADING 2 

Vidernpedit quodit, quatibust, acerio quae volut magniatis 
jum iur? Qui offic mint rempos quam facepernatur 
utenie! asit audis modicie nieneea borehentiur alicienis 
et verit quas iusdae. Assimi, con nesiotaerum aut od quia 
ipsam quiantiatur alibusilliquam eos recum vel iuntibus sit, 
fem illuptatet verest, quaeri aut pre ium que ium endaero 
reclus re sitatur rempori orpori conem harum inum explia 
Sint, sunt que doluptatibus veri auda quo bea ne volorum 
si aut occatet et, sanisque magnis aul es dicimus rem 

incla nonsequas opi, sunt omnis alignimagnam niatquam 
volupta vellorepero eum, tem ipsapedicias que ipidenda 
corrum, utis dis eosapid estint aligenda net faccae rest, 
esliosto cus volupte ectur, que nimus. 

HEADING 2 

Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lt ult is eveliqu untias nestint 

Ut ipsum verati dolupicidis natinve liquam, et hil inveris, 
doleser chitinverit,inis inum dolessimo temquia dere et, 
nos delest que cust quatent volesed mi, ommodiae. 

At reiusantur modis secuptur aliqui consequos suntis est 
ipsam quianim quo quibus molorerunte lamusam iue® 


Dita volenis eicimus minimen dantem. Dae que lantion 
one nimporero magnam esequiae pra sequam harum 
tdia nonsed| revicir,velore ne iprepiet a debe at 
laborion pa ipis consequid quo ipiendis endae dolum am 
natibus eaqui dolum dia soluptis aliquide voluptus il et vid. 
Quis quosam quam rescitiurrescimporro voloreprat 

jtibus et aligent emporepel ius adici im quam desti tem 
dollute nossimaio. Ut unt accus. 

Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore pltin eum qui tem es necae dicienimus, 
‘voluptot aut parum quiatemqui dollore proremnat 
quatem litatiandis etum et que 

% Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quialemqui dollore prorernat 
quatem litatiandis etum et que. 


HEADING 2 


Specifications: this paragraph style has nested styles 
which uses the market colour fist and automatically 
changes to black after the colon character. 

Ovidellor:  sinimag nimaior @ comnia volo voluptat 
outemolore, ut volupiae dest omnisim quisi incim ius ex 
eles molor millabo. Nem del et, que liquam raera coris re 
onsequi consequi cus quas qualum. 

Re lab iliquistibus et eium es ipsunt a sit voloreheni repedi 
doluptat quis stis magnime sunt officidem fugiam quost 
eritalqui incta nonsequas. 

Restrumquis essumquam in rem hiciis eiumquam simolestis, 
ero omnimenditem dio eosa volor re sum nis apient 
Ovidellor:  sinimag nimaior @ comnia volo voluptat 
‘autemolore, ut volupiae dest omnisim quisi incim ius ex 
eles molor millabo. Nem del et, que liquam raera coris re 
onsequi consequi cus quas quaium. 

Lob iliquistibus ipsunt a sit voloreheni repedis 
doluptat quis stis magnime sunt officidem fugiam 
‘emnimenditem dio eosa volor re sum nis apient. 

Nem del et, que liquam raera coris re nonsequi consequi 
cus quas quatum re lab iiquistibus et eium es ipsunt a sit 
voloreheni repedis.Ipiendis endae dolum 


stile of brochure 


Example: Product/ 
Capability Brochure 


Inside spread styling. 
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Brand standards » 4 Applying the Brand » 4.7 Print Communications » Product/Capability Brochures » Inside spreads 


¢4.7> 


PRINT COMMUNICATIONS 


Product/ Capability Brochures 
Inside spread examples 


«PRODUCT LINE? 


Product/ service byline (optional) 


Intro Paragraph (optional) Otatemporrunt venimi, 
commo dem que occuptias eium ut faccuptasped que 
quas sunt ut quae dis is que et doloresto cupidesti 
beribusdae. Et volorum, ant aut quatemped endacceati 
omnimet qui dolores atur sed molupta autectore 

volorecturit et ea soluptatiis molupti usamusd 
aepernatiis illamusam quodigenis aut volorepelia pe 
omnim ullabore plit, optur? 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate it uli is eveliqu untios nestint 

Ut ipsum verati dolupicidis natinve liquam, et hil inveris, 
doleser chitinverit,inisinum dolessimo temquia dero et, 
nos delest que cust quatent volesed mi, ommediae. 

Al reiusantur modis secuptur aliqui consequos sunis est 
ipsam quianim quo quibus molorerunte lamusam iue® 
HEADING 2 

Vidermpedit quodit, quatibust, acerio quae volut magniatis 
iumiur? Qui oft mint empos quam lacepernatur 
utenie! asit audis modicie nieneea borehentiur alicienis 
et verit quas iusdae. Assimi, con nestotaerum aut od quia 
ipsam quiantiatur alibusilliquam eos recum vel untibus sit. 
Tom illuptotet verest, quoeri aut pre ium que ium endaero 
reclus re sitatur rempori orpori conem harum inum explia 
sint, sunt que doluptatibus veri auda quo bea ne volorum. 
Si aut occatel et, sanisque magnis aut es dicimus rem 
incla nonsequas pit, sunt omnis alignimagnam niatquam 
volupta vellorepero eum, tem ipsapedicias que ipidenda 
cortum, utis dis eosapid estintaligenda net faccae rest, 
esliosto cus volupta ectur, que nimus. 

HEADING 2 

Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate it ulit is eveliqu untias nestint 

ut ipsum verati dolupicidis natinve liquam, et hil inveris, 
doleser chitinverit,inis inum dolessimo temquia dero et, 
nos delest que cus! quatent volesed mi, ommediae. 

A reiusantur modis secuptur aliqui consequos sunt est 
ipsam quianim quo quibus molorerunte lamusam iue® 
Dolum am natibus eaqui dolum dia soluptis aliquide 
voluptus il et vid quis quosam quam reseitiur rescimporro 
volorepra am natibus eaqui divoluptus il et vid quis 
quosam quam resciliur rescimporro volorepratipitibus et 
aligent empor. Dita volenis eicimus minimen dantem 

Dita volenis eicimus minimen dante. Dae que lantion 
none nimporero magnam esequiae pra sequam harum 
dia nonsedi reriatur, volore ne ipsapiet la debis et 
labarion pa ipis consequid quo ipiendis endae. 

Dolum am natibus eaqui dolum dia soluptis aliquide 
voluptus i et vid quis quosam quam rescitiur rescimporro 
voloreprat iptibus et aligent emporepel ius adici im quam 
dest tem dollute nossimaio. Ut unt accus, 

Bullet points erum quis audam, quam faceum ad mo tem 
hiciet labore pltin eum qui tem es necae dicienimus, 
voluptat aut parum quiaiemqui dollore prorernat quatem 
Titafiandis etum et que. 


PRODUCT/SERVICE NAME 


% Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore ptin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui doll litaiandis etum et 
que. Dita volenis eicimus minimen dantem 

Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore pltin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que 

Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore pltin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que 

% Bullet points erum quis audam, quam faceum ad mo tem 
hiciet labore pltin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que 


HEADING 2 


Sinimag: nimaior @ comnia volo voluptat autemolore, 
Ut voluptae dest omnisim quist incim ius ex eles molor 
millabo. Nem del et, que liquam raera coris re nonsequi. 
Ovidellor: a sinimag nimaior @ comnia volo voluptat 
utemolore, ut volupiae dest omnisim quisi incim ius ex 
eles molor millabo. Nem del et, que liquam raera coris 
re nonsequi consequi cus quas quatum re lab iliquistibus 
elomnimenditem dio e0sa volor re sum nis apient 
Sinimag: imaior a comnia volo voluptat autemolore, 
Lut voluptae dest omnisim quist incim ius ex eles molor 
millabo. Nem del et, que liquam raera coris re nonsequi 
consequi cus quas quatum re lab iliquistibus et magnime 
sunt officidem fugiam quost eritatqui restrumauis. 


‘tile of brochure_33 


«PRODUCT LINE? 


Product/service byline (optional) 


Intro Paragraph (optional) Otatemporrunt venimi, 
commo dem que occuptias eium ut faccuptasped que 
quas sunt ut quae dis is que et doloresto cupidesti 
beribusdae. £t volorum, ant aut quatemped endacceati 
omnimet qui dolores atur sed molupta autectore 
volorecturit et ea soluptatiis molupti usamusd 
aepernatiisillamusam quodigenis aut volorepelia pe 
omnim ullabore pit, optur? 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullitis eveliqu untias nestint 

ut ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinveit, nis inum dolessimo temquia dero 

#1, nos deles! que cust quatent volesed mi, ommodiae. 
Atreiusantur modis secuptur aliqui consequos suntis est 
ipsam quianim quo quibus molorerunte lamusam iur® 
HEADING 2 

Dita volenis eicimus minimen dantem. Dae que lantion 
none nimporero magnam esequiae pra sequam harum 
adia nonsedireriatur, volore ne ipsapie! la debis et 
laborion pa ipis consequid quo ipiendis endae dolum am 
nafibus eaqui dolum dia soluptis aliquide voluptus il et vid 
{quis quosam quam rescitur rescimporro voloreprat ipitibus 
et aligent emporepel ius adici im quam desti tem dollute 
nossimaio. Ut unt accus 


HEADING 2 


Vidempedit quodit, quatibust, acerie quae volut magniatis 
ium iur® Qui offici mint rempos quam facepernatur. 


tile of brochue_14, 


PRODUCT/SERVICE NAME 


Auteniet asit audis modicie nieneca borehentiurolicienis 
et verit quas iusdae. Assimi, con nestotaerum out od quia 
ipsam quiantiatur albus illiquam eos recum vel iuntibus sit, 
tom illuptatet verest, quaeri aut pre ium que ium endaero 
rectus re sitatur rempori orpori conem harum inum explia 
sin}, sunt que doluptatibus veri auda quo bea ne volorum 
si aut occatel et, sanisque magnis aut es dicimus rem 

incta nonsequas apit, sunt omnis alignimagnam niaiquam 

Volupta vellorepero eum, tem ipsapedicias que ipidenda 

corrum, utis dis eosapid estintaligenda net faccae rest, 

estiasto cus volupia ectur, que nimus. 

HEADING 2 

Body copy Qui ad minvendae maximperi blaborum im 

facerferi cus recernate lit ulitis eveliqu unfias nestint 
ipsum verati dolupicidis natinve liquam, et hil inveris 

doleser chitinverit,inis num dolessimo temquia dero 

et, nos delest que cus! quatent volesed mi, ommodiae 

‘Atreiusantur madis secuptur aliqui consequos suntis est 

ipsom quianim quo quibus molorerunte lamusam iur? 

Dita volenis eicimus minimen dantem. Dae que lantion 

none nimporero magnam esequiae pra sequam harum 

‘adie nonsedi reriatur, volore ne ipsapie! la debis et 

laborion po ipis consequid quo ipiendis endae dolum am 

natibus eaqui dolum dia solupts aliquide voluptus i et vid 

{quis quosam quam rescitiur rescimporro voloreprat iptibus 

€t aligent emporepel ius adic’ im quam dest tem dollute 

nossimaio. Ut unt accus. 

Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quialemqui dollore prorernat 
quatem litaiandis etum et que 

% Bullet points erum quis audam, quam faccum ad mo tem 
hiciat labore plitin eum qui tom es necae dicienimus, 
yoluptat aut parum quiatemqui dollore prorernat 
4quatem litaiandis etum et que. Nem del et, que liquam 
raeabore plitin eum qui tem es necae dicienimus, 
vyoluptat aut par. 

HEADING 2 

Specifications: this paragraph style has nested styles 

which uses the market colour first ond automatically 

changes to black after the colon character. 

Ovidellor: @ sinimag nimaior a comnia volo voluptat 

‘autemolore, ut voluptae dest omnisim quistiincim ius ex 

eles molor millabo. Nem del et, que liquam raera coris re 

nonsequi consequi cus quas quatum re lab iliquisibus et 
cium es ipsunt a st voloreheni repedis doluptat quis sits. 

Magnime sunt officidem fugiam quosteritatqui restrumquis 

‘essumquamn in rem hiciis eiumquam simolestis ero 

‘omnimenditem dio eosa volor re sum nis apient 

Ovidellor:@ sinimag nimaior a comnia volo voluptat 

autemolore, ut voluptae dest omnisim quisi incim ius ex 

eles molor millabo. Nem del et, que liquam raera coris re 
onsequi consequi cus quas qualum re lab iliquisfibus et 

‘ejum es jpsunt a sit voloreheni repedis doluptat quis sits 

magnime sunt officidem fugiam quosteritatqui restrumquis 

‘essumquamn in rem hieiis eiumquam simolestis ero 

‘omnimenditem dio eosa volor re sum nis apient 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate it ulitis eveliqu untios nestint 

Ut ipsum verati dolupicidis natinve liquam, et hil inveris, 
doleser chitinverit, ini inum dolessimo temquia dero 

i, nos delest que cust quatent volesed mi, ommodiae. 

Al reiusantur modis secuptur aliqui consequos sunis est 
ipsam quianim quo quibus molorerunte lamusam iue® 
HEADING 2 

Dita volenis eicimus minimen dantem. Dae que lantion 
none nimporero magnam esequiae pra sequam harum 
dia nonsedi reriatur, volore ne ipsapiet la debis et 
laborion pa ipis consequid quo ipiendis endae dolum am 
nafibus eaqui dolum dia soluptis aliquide voluptus il et vid 
quis quosam quam resciiue rescimporro voloreprat iptibus 
ef aligent emporepel ius adici im quam desi tem dollute 
ossimaio. Ut unt accus. 


HEADING 2 
Vidermpedit quodit, quatibust, acerio quae volut magniatis 
jum iur® Qui offic mint rempos quam facepernatur 
utenie! asit audis modicie nieneea borehentiur alicienis 
et verit quas iusdae. Assimi, con nestoaerum aut od quia 
ipsam quiantotur eibus liquam eos recum vol untibus si, 
fem illuptatet verest, quaeri aut pre ium que ium endaero 
reclus re sitatur rempori orpori conem harum inum explia 
sint, sunt que doluptatibus veri auda quo bea ne volorum 
si aut occatet et, sanisque magnis aut es dicimus rem 

incla nonsequas apt, sunt omnis alignimagnam niatquam 
volupta vellorepero eum, tem ipsapedicias que ipidenda 
cortum, utis dis eosapid estintaligenda ne! faccae rest, 
esliosto cus volupta ectur, que nimus. 

HEADING 2 

Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lt ult is eveliqu untias nestint 

ut ipsum verati dolupicidis natinve liquam, et hil inveris, 
doleser chitinverit, ini inum dolessimo temquia dero 

@, nos delest que cust quatent volesed mi, ommodiae. 

Al reiusantur modis secuptur aliqui consequos sunt est 
ipsam quianim quo quibus molorerunte lamusam iur® 


description/title, Ex 


2 Optional Im 


Dita volenis eicimus minimen dantem. Dae que lantion 

none nimporero magnam esequiae pra sequam harum 

‘dia nonsedi reriatur, volore ne ipsapiet la debis et 

laborion pa ipis consequid quo ipiendis endae dolum am 

nafibus eaqui dolum dia solupts aliquide voluptus il et vid 

quis quosam quam rescitur rescimporro voloreprat ipitibus 

el ius adic im quam dest tem dollute 

% Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore pltin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que 

Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore pitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quotem litatiandis etum et que 

HEADING 2 

Specifications: this paragraph style has nested styles 

which uses the market colour fist and automatically 

changes to black after the colon character. 

Ovidellor: a sinimag nimaior @ comnia volo voluptat 

outemolore, ut volupiae dest omnisim quisi incim ius ex 

eles molor millabo. Nem del et, que liquam raera coris 

onsequi consequi cus quas qualum re lab iliquisib 

‘Magnime sunt officidem fugiam quosteritatqui restrumquis 

fessumaquam in rem hiciis eiumquam simolestis ero 

‘emnimenditem dio eosa volor re sum nis apient. 

Ovidellor: a sinimag nimaior @ comnia volo voluptet. 

Qui ad minvendae maximperi blaborum im facerferi cus 

recernote Ii ullt is eveliqu untias nestint ut ipsum verati 

dolupicidis natinve liquam, et hil inveris doleser chitinveri, 

inis inum dolessimo temquia dero et, nos delest que 

cust quatent volesed mi, ommodiae. At reiusantur modis 

secuptur aliqui consequo. 

Specifications: this paragraph style has nested styles 

which uses the market colour fist and automatically 

changes to black after the colon character. 

Ovidellor: @ sinimag nimaior @ comnia volo voluptat 

oulemolore, ut volupiae dest omnisim quisi incim ius ex 

ium es ipsunt a sit voloreheni repedis doluptat quis sis 


‘tile of brochure_a5 


180_<Brand standards» 


Example: Product/ 
Capability Brochure 


Inside spread styling. 


Example: Product/ 
Capability Brochure 


Inside spread styling. 


RODUCT LINE? 


PRODUCT/SERVICE NAME 
Product/service byline (optional) 


? 


Pull Quote qui ad 
minvendae maximperi 
blaborum im facerferi cus 


recernate. 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 


facerferi cus recernate lit ullitis eveliqu untias nestint 
utipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit,inis num dolessimo temquia dero 

1, nos delest que cust quatent volesed mi, ommodice. 
Atreiusantur modis secuptur aliqui consequos suntis est 
ipsam quianim quo quibus molorerunte lamusam iur? 
HEADING 2 

Vidempedit quodit, quatibust, ecerie quae volut magniatis 
ium iur® Qui offict mint rempos quam fecepernatur 
vieniet asit oudis modicie nieneca borehentiur alicienis 
ft verit quas iusdae. Assimi, con nestotaerum aut od qui 
‘ipsam quianfiatur alibusiliquam eos recum vel iunfibus st, 
tom auleniet asit s modicie nien 

Illuptotet verest, quaeri aut pre ium que ium endoero 
‘ectus re sitalur rempori orpori conem harum inum explia. 
sint, sunt que doluptatibus veri auda quo bea ne volorum 
Si quis quosam quam rescitiur rescimporro voloreprat 
ipitibus et aligent emporepel ius adic im quam desti tem. 
Aut occotet et, sanisque magnis aut es dicimus rem incta 
‘nonsequas pit, sunt omnis alignimagnam niatquam 
volupia vellorepero eum, tem ipsapedicias que ipidenda 
corrum, utis dis eosapid estintaligenda net faccae rest, 
festiosto cus volupta ectur, que nimus. 

HEADING 2 

Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate It ull is eveliqu untias nestint 

ut ipsum verati dolupicidis natinve liquam, et hil inver 
doleser chitinverit,inis num dolessimo temquia dero 
1, nos delest que cust quatent volesed mi, ommodice. 

At eiusantur modis secuptur aliqui consequos suntis est 
‘ipsam quianim quo quibus molorerunte lamusam ivr? 
Dita volenis eicimus minimen dantem. Dae que lantion 
rnone nimporero magnam esequiae pra sequam harum 
dia nonsedireriatur, volore ne ipsapie! la debis et 
laborion pa ipis conseq natibus eaqui dolum dia soluptis 


“itl brochure, 18 


tle. Exact placement 


> Bullet points erum quis audam, quam faccum ad mo tem 
hieiet labore pliin Gum quitem ex necoe dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
watem litatiandis etum et que vid quo ipiendis endae 
lolum am. 
> Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore pliin gum quitem es nacae dic 
‘oluptat aut parum quialemqui dollore prorernat 
quatem litafiandis etum et que. 
> Bullet points erm quis oudom, quam faccum ad 
mo tam hiciet labore pltin eum qui tem es necae 
dleoniqs, volupat aul porum quiatemqu!dallore 
prorernat quatem litatiandis etum et que quis quosam 
‘Quam resciliur rescimporro volorepratipilibus et aligent 
femporepel ius adici im quam dest tem dollute nossima. 
Dita volenis eicimus minimen dantem. Dae que lantion 
none nimporere magnam ecucia harem 
tadia nontedi rerat, volore m Hladebis et 
laborion pa ipis consequid quo ipiendis endae. 
HEADING 2 
Vidempad und, qutibus, ceria quae vl mages 
ium iur? Qui offic mint rempos quam lacepernatur 
auteniet asit audis modicie nieneca borehentiur alicienis 
tt verit quas iusdae. Assimi, con nestotaerum aut od quia 
ipsam quiantiatur albus iliquam eos recum vel ions si. 
Iluptotat yerest, quaeri aut pre ium que ium endaaro 
‘rectus re sitatur rempori orpori conem harum inum ex, 
sint, sunt que doluptatibus veri auda quo bea ne volorum 
rimporere magnam. 
> Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore pliin oum qu tem es necae di 
voluptat aut parum quiatemqui dollore prorernat 
quatem itafiandis etum at que. 
> Bullet points erum quis audam, quam faccum ad mo tem 
hieiet labore pln gum qui tem es nacoe dicienimus, 
voluptat aut parum quiatemque. 


Intro Paragraph (optional) Otatemporrunt venimi, 
commo dem que occuptias eium ut faccuptasped que 
quas sunt ut quae dis is que et doloresto cupidesti 
beribusdae. &t volorum, ant aut quatemped endaeceati 
omnimet qui dolores atur sed molupta autectore 
‘molupti usamusd 

smusam quodigenis aut volorepelia ps 
optur? 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 


facerferi cus recernate it uli is eveliqu untios nestint 

ut ipsum verati dolupicidis natinve liquam, et hil inveris 

doleser chitinvert, nis num dolessimo temquia dero 

€l, nos delest que cust quatent volesed mi, ommodiae. 

Ai reiusantur modis secuptur aliqui consequos suntis est 

ipsam quianim quo quibus molorerunte lamusam iue® 

HEADING 2 

Vidempedit quodit, quatibust, acerio quae volut magniatis 

ium tt Qui ofc mint empos quam lacepernatyr 

utenie! asit audis modicie nieneca borehentiur alicienis 

et verit quas iusdae. Assimi, con nestotaerum aut od quia 

ipsam quiantiatur alibusilliquam eos recum vel iuatibus si, 
tem illuptatet verest, quaeri aut pre ium que ium endaero 
reclus re sitatur rempori orpori conem harum inum explia 
sini, sunt que dolupiatibus veri auda quo bea ne volarum 
siau! occatet ef, sanisque magnis aut es dicimus rem 

incla nonsequas api, sunt omnis alignimagnam niatquam 

‘volupta vellorepero eum, tem ipsapedicias que ipidenda 

cortum, utis dis eosapid esfint aligenda net faccae rest, 

eslioste cus volupta ectur, que nimus. 

HEADING 2 

Body copy Qui ad minvendae maximperi blaborum im 

facerferi cus recernate it uli is eveliqu untios nestint 

Ut ipsum verati dolupicidis natinve liquam, et hil inv 

doleser chitinverit, ini inum dolessimo temquia dero 

ei, nos delest que cust quatent vol i, ommodi 

Ai reiusantur modis secuptur aliqui consequos suntis est 

ipsam quianim quo quibus molorerunte lamusam iuc® 

Dita vol 1s minimen dantem. Dae que lantion 

none nimporero magnam esequiae pra sequam harum 

git nansed sity, velo pet adobe a 

laborion pa ipis consequid quo ipiendis endae dolum am 
roatibus eaqul dolum dio solupts ciquide voluptusil el wid 
quis quosam quam resciiue rescimparro voloreprat iptibus 
ef aligent emporepel ius adici im quam dest tem dollute 
ossimaio. Ut unt accus. 

Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore plitin eum qui tem es necae dicienimus, 
‘voluptot aut parum quiatemqui dellore prorernat 
{quatem litatiandis etum et que, 


> Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 

% Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore pltin eum qui tem es necae dicienimus, 
‘voluptot aut parum quiatemaui dollore proremnat 
quatem litatiandis etum et que 


HEADING 2 


Snos delest que cust quatent volesed mi, ommodiae. 
Atrelusantur modis secuptur aliqui consequos suntis est 
psam quianim quo quibus molorerunte lamusam iu. 


al image or table 


Ovidellor: a sinimag nimaiar a comnia volo voluptat. Qui 
‘ad minvendae maximperi blaborum im facerferi cus 
recemate i ullt is eveliqu untias nestint ut ipsum verati 
dolupicidis natinve liquam, et hil inveris doleser chitinveri, 
inis inum dolessimo temquia dero et, nos delest que 

cust quatent volesed mi, ommodiae. At reiusantur modis 
secuptur aliqui consequo, 

Ovidellor: nos delest que cust quatent volesed mi, 
‘ommodiae. At reiusantur modis secuptur aliqui consequos 
suntis est ipsam quianim quo quibus molorerunte lamus. 
Ovidellor: a sinimag nimaior @ comnia volo voluptat. Qui 
ad minvendae maximperi blaborum im facerferi cus 
recernate i ult is eveliqu untias nestint ut ipsum verati 
dolupicidis natinve liquam. 


‘tile of brochure_97 


? 

Pull Quote (optional 

- use Thales arrow 
element above - 8mm 
height) 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 

facerferi cus recernate it uli is eveliqu untios nestint 

Ut ipsum verati delupicidisnatinve liquam, et hil inv 

doleser chitinverit, ins inum dolessimo temquia dero 

i, nos delest que cust quatent volesed mi, ommodiae. 

Ai reiusantur modis secuptur aliqui consequos suntis est 

ipsam quianim quo quibus molorerunte lamusam iue® 

HEADING 2 

Vidempedit quodit, quatibust, acerio quae volut magniatis 

ium iur® Qui officit mint rempos quam facepernatur 

utenie! asit audis modicie nieneea borehentiur alicienis 

et verit quas iusdae. Assimi, con nestotaerum aut od quia 

ipsam quiantiatur alibusilliquam eos recum vel iuntibus si, 
lest que cust quatent volesed 

Illuptatet verest, quaeri out pre ium que ium endaero 

reclus re sitatur rempori orpori conem harum inum explia 

sint, sunt que doluplatibus veri auda quo bea ne volorum 

siiet asit audis modicie nie 

Aut occatet et, sanisque magnis aut es dicimus rem inca, 

honsequas opi, sun omnis ignimagnam nitquary 

‘volupia vellorepero eum, tem ipsapedicias que ipidenda 

corm, Wie dis ecnapid eaintcbgenda net laceue ru, 

esliosto cus volupta ectur, que nimus. 

HEADING 2 

Body copy Qui ad minvendae maximperi blaborum im 

facerferi cus recernate it uli is eveliqu untios nestint 

Ut ipsum verati dolupicidis natinve liquam, et hil inveris, 

doleser chitinverit,inisinum dolessimo temquia dero 

€i, nos delest que cust quatent volesed mi, ommodiae. 

Ai reiusantur modis secuptur aliqui consequos sunts es 

ipsam quianim quo quibus molorerunte lamusam iue® 


HEADING 1 
Quiad minvendae 


HEADING 2 


pedis dalup! 


al image oF table 


Dita volenis eicimus minimen dantem. Dae que lantion 
none nimporero magnam esequiae pra sequam harum 
dia, nonsedi reriatur, volore ne ipsapiet la debis et 
laborion pa ipis consequid quo ipiendis endae dolum am 
nafibus eaqui dolum dia soluptis aliquide voluptus il et vid 
quis quosam quam resciiur rescimporro voloreprat iptibus 
et aligent emporepel ius adici im quam desi tem dolluie 
nossimaic. 

Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore pltin eum qui tem es necae dicienimus, 
voluptat aut parum quiaiemqui dollore prorernat 
quatem litatiandis etum et que. 

7 Bale points erum quis audam, quam faccum odo tem 
hiciet labore pltin eum qui tem es necae dicienimus, 
‘voluptot aut parum quiatemaui dollore proremnat 
quatem litatiandis etum et que 

Bullet points erum quis audam, quam faccum ad mo tem 
hicit labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 

HEADING 2 

Dita volenis eicimus minimen dantem. Dae que lantion 

none nimporero magnam esequiae pra sequam harum 

dia nonsedi reriatur, volore ne ipsapiet la debis et 
laborion pa ipis consequid quo ipiendis endae. 

Ovidellor: a sinimag nimaior @ comnia volo voluptat 

ulemolore, ut volupiae dest omnisim quist incim ius ex 

eles molor millabo. Nem del et, que liquam raera coris re 
onsequi consequi cus quas quatum re ab iliquistib. 

‘Magnime sunt officidem fugiam quosteritatqui restrumquis, 

essumquam in rem hiciis eiumquam simolestis ero 

‘emnimenditem dio eosa volor re sum nis apient. 

Ovidellor: a sinimag nimaior @ comnia volo voluptat. Qui 

‘ad minvendae maximperi blaborum im facerferi cus 

recernate i ullt is eveliqu untias nestint ut ipsum verati 

dolupicidis natinve liquam, et hil inveris doleser chitinveri, 
inis inum dolessimo temquia dero et, nos delest que 

cust quatent volesed mi, ommodiae. At reiusantur modis 

secuptur aliqui consequo. 

Specifications: this paragraph style has nested st 

which uses ihe market colour fest ond automatically 

changes to black after the colon character. 

Ovidellor: a sinimag nimaior @ comnia volo voluptat 

‘autemolore, ut volupiae dest omnisim quist incim ius ex 

ium es ipsunt a sit voloreheni repedis doluptat quis sii. 
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¢4.7> 


‘commo dem que occuptias eium ut faccuptasped que 
‘quas sunt ut quae dis is que et doloresto cupidesti 
‘beribusdae. Et volorum, ant aut quatemped endaeceati 
‘omnimet qui dolores atur sed molupta autectore 
‘volorecturit et ea soluptatiis molupti usamusd 
‘aepernatiis illamusam quodigenis aut volorepelia pe 
‘omnim ullabore plit, optur? 


‘HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint 
‘ut ipsum verati dolupicidis natinve liquam, et hil inveris 
‘doleser chitinverit, inis inum dolessimo temquia dero 
‘et, nos delest que cust quatent volesed mi, ommodiae. 
‘At reiusantur modis secuptur aliqui consequos suntis est 
‘ipsam quianim quo quibus molorerunte lamusam iur? 


‘HEADING 2 


Vidempedit quodit, quatibust, acerio quae volut magniatis 
‘jum iur? Qui officit mint rempos quam facepernatur 
‘auteniet asit audis modicie nieneca borehentiur alicienis 
‘et verit quas iusdae. Assimi, con nestotaerum aut od quia 
‘ipsam quiantiatur alibus iliquam eos recum vel iuntibus sit,’ 
‘tem illuptatet verest, quaeri aut pre ium que ium endaero 
‘rectus re sitatur rempori orpori conem harum inum explia ' 
‘sint, sunt que doluptatibus veri auda quo bea ne volorum | 


'si aut occatet et, sanisque magnis aut es dicimus rem : 
‘incta nonsequas apit, sunt omnis alignimagnam niatquam ; 
volupta vellorepero eum, tem ipsapedicias que ipidenda | 
‘corrum, ut is dis eosapid estint aligenda net faccae rest, 


eestiosto cus volupta ectur, que nimus. 


‘HEADING vs 


‘Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint 
‘ut ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia dero 
‘et, nos delest que cust quatent volesed mi, ommodiae. 
‘At reiusantur modis secuptur aliqui consequos suntis est 
‘ipsam quianim quo quibus molorerunte lamusam iur? 
‘Dita volenis eicimus minimen dantem. Dae que lantion 
‘none nimporero magnam esequiae pra sequam harum 
‘adia nonsedi reriatur, volore ne ipsapiet la debis et ' 
Jaborion pa ipis consequid quo ipiendis endae dolum am | 
‘natibus eaqui dolum dia soluptis aliquide voluptus il et vid : 
quis quosam quam rescitiur rescimporro voloreprat ipitibus 
‘et aligent emporepel ius adici im quam desti tem dollute 
‘nossimaio. Ut unt accus. 


‘  hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 


Product/ servic 


SeaaREns,, cee ee, a 


e! 


byline (optional) ___ C4 } boi doceaesniGess 


hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 

Bullet points erum quis audam, quam faccum ad mo te! 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 

Vidempedit quodit, quatibust, acerio quae volut 
magniatis ium iur? Qui officit mint rempos quam 
facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. Assimi, con 
nestotaerum aut od quia ipsam quiantiatur alibus 
illiquam eos recum vel iuntibus sit, tem illuptatet verest, 
quaeri aut pre ium que ium endaero rectus re sitatur 
rempori orpori conem harum. 


HEADING 2 


Specifications: this paragraph style has nested styles 
which uses the market colour first and automatically 
changes to black after the colon character. 


Ovidellor: a sinimag nimaior a comnia volo voluptat 
‘autemolore, ut voluptae dest omnisim quisti incim ius ex 
eles molor millabo. Nem del et, que liquam raera coris re 
nonsequi consequi cus quas quatum re lab iliquistibus et 
eium equi restrumquis essumquam in rem hiciis eiumquam 
simolestis ero omnimenditem dio eosa volor re sum nis. 


‘Ovidellor: a sinimag nimaior a comnia volo voluptat 
‘autemolore, ut voluptae dest omnisim quisti incim ius ex 
eles molor millabo. Nem millaboem del et, que liquam 
raera coris re nonsequi consequi. 
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> Bullet points erum quis audam, quam faccum ad mo tem, 
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PRINT COMMUNICATIONS 


Product/ Capability Brochures 
Inside pages - product header with image 


DIMENSIONS 
EXPLAINED 
X = width of- 
document 
Y = height of 
document 
Z=X divided 
by 15 
Sizes are 
based on an 
A4 documents. 
Scale up 
or down as 
required for 
other brochures. 


When introducing a new product, always lead with a 
product header styling either with or without the image, 
see example opposite and on the following page. 


The products and services we offer can be complex 

and require an element of simplicity to communicate these 
ideas clearly and effectively. The final balance of a page 
layout will depend on how these elements are used and 
must be well considered. 


@ HEADER IMAGE 
Size: 57mm x 57mm. 
Placement: Height of Z from top and left margins. 


@ PRODUCT LINE 

Font: Triplex Sans Extrabold, CAPS. 
Colour: Black. 

Size: 1Opt, 12pt leading, 10Opt kerning. 


@ PRODUCT/SERVICE NAME 
Font: Futura Bold, CAPS. 
Colour: Thales light blue. 


Size: 22pt, 26pt leading, -2O0pt kerning. 


0 PRODUCT/SERVICE BY-LINE 
Font: Futura Bold. 
Colour: Black. 


Size: I5pt, Auto (18pt) leading, -20pt kerning. 


© TOP SEPARATOR LINE 
Stroke width: 5pt. 
Colour: Thales light blue. 


Width: Adjustable based on width of two-column grid. 


© INTRO PARAGRAPH 

Font: Triplex Sans Extrabold, upper and lowercase. 

Colour: Use the supporting grey colour (CMYK:15,00,00, 50), 
with Imm paragraph spacing after. 

Size: lOpt, 12pt leading. 


@ HEADINGS 

Heading 1 

Font: Futura Book, CAPS. 

Colour: Thales light blue. 

Size: I5pt, 18pt leading 20pt kerning, with Imm 
paragraph spacing after. 


Heading 2 

Font: Futura Medium, CAPS. 

Colour: Thales light blue. 

Size: 1] pt, 11 ptleading with 20pt kerning, and 1mm 
paragraph spacing before and after. 


© BODY TEXT 


Body copy 

Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: lOpt, 10.5pt leading with 30pt kerning and 1mm 
paragraph spacing after. 


Bullet points 

Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: lOpt, 10.5pt leading with 30pt kerning. 1mm 
paragraph spacing after. 

Left indent: 4mm 

First line left indent :-4mm 

Bullet styling: Insert Thales arrow element as the bullet 
point graphic. 


Highlighted text 

Font: Futura Medium, upper and lowercase. 
Colour: Thales light blue. 

Size: 10pt, 10.5pt leading with 30pt kerning. 


© |MAGES OR TABLES 


Images or tables can be placed either across one or two 
columns within the page layout, depending upon content. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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¢4.7> 


PRINT COMMUNICATIONS 


Product/ Capability Brochures 
Inside page - Cyber security example 


intro Paragraph (optional) Otatemporrunt venimi, 
ommo dem que occuptias eium ut faccuptasped que 
iquas sunt ut quae dis is que et doloresto cupidesti 
‘beribusdae. Et volorum, ant aut quatemped endaeceati 
‘omnimet qui dolores atur sed molupta autectore 
‘volorecturit et ea soluptatiis molupti usamusd 
‘aepernatiis illamusam quodigenis aut volorepelia pe 
‘omnim ullabore plit, optur? 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
‘acerferi cus recernate lit ullit is eveliqu untias nestint 

ut ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia dero 
‘et, nos delest que cust quatent volesed mi, ommodiae. 
‘At reiusantur modis secuptur aliqui consequos suntis est 
‘ipsam quianim quo quibus molorerunte lamusam iur? 


Vidempedit quodit, quatibust, acerio quae volut magniatis 
jum iur? Qui officit mint rempos quam facepernatur 
‘auteniet asit audis modicie nieneca borehentiur alicienis 
‘et verit quas iusdae. Assimi, con nestotaerum aut od quia 
‘ipsam quiantiatur alibus illiquam eos recum vel iuntibus sit) 
‘tem illuptatet udis modicie nieneca borehentiur alicienis. 


Verest, quaeri aut pre ium que ium endaero rectus re 
‘sitatur rempori orpori conem harum inum explia sint, 

‘sunt que doluptatibus veri auda quo bea ne volorum si 
‘aut occatet et, sanisque magnis aut es dicimus rem incta 
‘nonsequas apit, sunt omnis alignimagnam niatquam 
volupta vellorepero eum, tem ipsapedicias que ipidenda. 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate. Verest, quaeri aut pre ium que ium 
endoero rectus re sitatur rempori. 

Orpori conem harum inum explia sint, sunt que doluptatibus 
minvendae maxim: 


Vidempedit quodit, quatibust, acerio quae volut magniatis 
ium iur? Qui officit mint rempos quam 

Assimi, con nestotaerum aut od quia ipsam quiantiatur 
alibus Villiquam eos recum vel iuntibus sittem verest 
Vidempedit quodit, quatibust, acerio quae volut magniatis 
ium iur? Qui officit mint rempos quam 

Assimi, con nestotaerum aut od quia ipsam quiantiatur 
alibus. Villiquam eos recum velum tem illuptatet verest. 


Vidempedit quodit, quatibust, acerio quae volut 


HEADING 20000007000 


Oo Sinimag nimaior a 


Vidempedit quodit, quatibust, acerio quae volut magniatis} 
ium iur? Qui officit mint rempos quam facepernatur 
‘auteniet asit audis modicie nieneca borehentiur alicienis 
et verit quas iusdae. Assimi, con nestotaerum aut od quia 
ipsam 

‘Quiantiatur alibus illiquam eos recum vel iuntibus sit, tem 
illuptatet verest, quaeri aut pre ium que ium endaero rectu: 
re sitatur rempori orpori conem harum inum. 


Ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia dero 
est ipsam quianim quo quibus molorerunte lamusam iur 
nieneca borehentiur chitinverit ini . 


> 


comnia volo voluptat 
autemolore, ut voluptae 
dest omnisim quisti 
incim ius ex eles molor ? 


' 
' 
' 

$ 


doleser chitinverit, inis inum dolessimo temquia dero 

‘et, nos delest que cust quatent volesed mi, ommodiae. 

At reiusantur modis secuptur aliqui consequos suntis est 
ipsam quianim quo quibus molorerunte lamusam nieneca 


dota verati dolupicidis natinve liquam, et hil inveris ' 
' 
' 
borehentiur. ' 


Vidempedit quodit, quatibust, acerio quae volut magniatis; 
ium iur? Qui officit mint rempos sn i 
‘auteniet asit audis modicie nieneca borehentiur alicienis 
et verit quas iusdae. Assimi, con nestotaerum aut od quia 
ipsam quiantiatur alibus iliquam eos recum vel iuntibus sit, 
tem illuptatet verest, quaeri aut pre ium que ium endaero 
rectus re sitatur rempori orpori conem harum inum 
‘secuptur aliqui. 


Title of broc! 


DIMENSIONS 
EXPLAINED 


X = width of- 
document 
Y = height of 
document 
Z=*X divided 
by 15 
Sizes are 
based on an 
A4 documents. 
Scale up 
or down as 
required for 
other brochures. 


@ PRODUCT LINE 

Font: Triplex Sans Extrabold, CAPS. 
Colour: Black. 

Size: 1Opt, 12pt leading, 10Opt kerning. 


@ PRODUCT/SERVICE NAME 
Font: Futura Bold, CAPS. 
Colour: Thales light blue. 


Size: 22pt, 26pt leading, -2O0pt kerning. 


© PRODUCT/SERVICE BY LINE 
Font: Futura Bold. 


Colour: Black. 
Size: I5pt, Auto (18pt) leading, -20pt kerning. 


@ INTRO PARAGRAPH 

Font: Triplex Sans Extrabold, upper and lowercase. 

Colour: Use the supporting grey colour (CMYK:15,00,00,50), 
with Imm paragraph spacing after. 

Size: 1Opt, 12pt leading. 


@ HEADINGS 

Heading 1 

Font: Futura Book, CAPS. 

Colour: Thales light blue. 

Size: 15pt, 18pt leading 20pt kerning, with Imm paragraph 
spacing after. 


Heading 2 

Font: Futura Medium, CAPS. 

Colour: Thales light blue. 

Size: 1] pt, 11 pt leading with 20pt kerning, and Imm 
paragraph spacing before and after. 


© BODY TEXT 


Body copy 

Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: 1Opt, 10.5pt leading with 30pt kerning and 1mm 
paragraph spacing after. 


@ CALL-OUT QUOTE 


Font: Futura Bold, upper and lowercase. 

Colour: Thales light blue. 

Size: 22pt, 26pt leading, -20pt kerning. 

Thales arrow: Insert above the text, to a height of 8mm. 


© CALL-OUT BOXES 

Heading 1 

Font: Futura Book, CAPS. 

Colour: White. 

Size: |5pt, 18pt leading, 20pt kerning, with Imm paragraph 
spacing atter. 


Body copy 
Font: Futura Book, upper and lowercase. 

Colour: White 

Size: lOpt, 10.5pt leading with 30pt kerning and 1mm 
paragraph spacing after. 


Bullet points 

Font: Futura Book, upper and lowercase. 

Colour: White. 

Size: lOpt, 10.5pt leading with 30pt kerning. 1mm 
paragraph spacing after. 

Left indent: 4mm 

First line left indent :-4mm 

Bullet styling: Insert Thales arrow element as the bullet 
point graphic. 


© PAGE NUMBER 


Document title 

Font: Triplex Sans Light, upper and lowercase. 
Colour: Black. 

Size: 8pt, 9.6pt leading. 


Underscore 
Font: Triplex Sans Light. 
Colour: Thales light blue. 


Page number 

Font: Triplex Sans Bold. 
Colour: Black. 

Size: ]Opt. 
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¢4.7> 


PRINT COMMUNICATIONS 


Product/ Capability Brochures 
Inside pages - product header without image 


Jomnimet qui-dolores-atur sed molupta autectore 


me | Sa aaa iat) 


PRODUCT/ SERV 
Product/ service byline (optional). QO. 


‘commo dem que occuptias eium ut faccuptasped que 
‘quas sunt ut quae dis is que et doloresto cupidesti 
‘beribusdae. Et volorum, ant aut quatemped endaeceati 


volorecturit et ea soluptatiis molupti usamusd 
‘aepernatiis illamusam quodigenis aut volorepelia pe 
‘omnim ullabore plit, optur? 


‘HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint 
‘ut ipsum verati dolupicidis natinve liquam, et hil inveris 
‘doleser chitinverit, inis inum dolessimo temquia dero et, 
‘nos delest que cust quatent volesed mi, ommodiae. 

‘At reiusantur modis secuptur aliqui consequos suntis est 
‘ipsam quianim quo quibus molorerunte lamusam iur? 


‘HEADING 2 


Vidempedit quodit, quatibust, acerio quae volut magniatis 
‘ium iur? Qui officit mint rempos quam facepernatur 
‘auteniet asit audis modicie nieneca borehentiur alicienis 
‘et verit quas iusdae. Assimi, con nestotaerum aut od quia ; 
‘ipsam quiantiatur alibus illiquam eos recum vel iuntibus sit.: 
Tem illuptatet verest, quaeri aut pre ium que ium endaero 
‘rectus re sitatur rempori orpori conem harum inum explia 
‘sint, sunt que doluptatibus veri auda quo bea ne volorum. 
‘Si aut occatet et, sanisque magnis aut es dicimus rem 

‘incta nonsequas apit, sunt omnis alignimagnam niatquam 
volupta vellorepero eum, tem ipsapedicias que ipidenda 
‘corrum, ut is dis eosapid estint aligenda net faccae rest, 
‘estiosto cus volupta ectur, que nimus. 


'HEADING 2 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint 
‘ut ipsum verati dolupicidis natinve liquam, et hil inveris 
‘doleser chitinverit, inis inum dolessimo temquia dero et, 
‘nos delest que cust quatent volesed mi, ommodiae. 


‘At reiusantur modis secuptur aliqui consequos suntis est 
‘ipsam quianim quo quibus molorerunte lamusam iur? 
‘Dolum am natibus eaqui dolum dia soluptis a iquide 
Vvoluptus il et vid quis quosam quam rescitiur rescimporro 
volorepra am natibus eaqui dtvoluptus il et vid quis 


caligent empor. Dita volenis eicimus minimen dantem 
‘Dita volenis eicimus minimen dantem. Dae que lantion 
‘none nimporero magnam esequiae pra sequam harum 
‘adia nonsedi reriatur, volore ne ipsapiet la debis et 
laborion pa ipis consequid quo ipiendis endae. 


‘Dolum am natibus eaqui dolum dia soluptis a iquide 
voluptus il et vid quis quosam quam rescitiur rescimporro 
Vvoloreprat ipitibus et aligent emporepel ius adici im quam 
‘desti tem dollute nossimaio. Ut unt accus. 


Bullet points erum quis audam, quam faccum ad mo tem 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat quatem 
litatiandis etum et que. 


VICENAME @ : 


ses 


te et Me ee ae 


hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollo litatiandis etum et 
que. Dita volenis eicimus minimen dantem. 

Bullet points erum quis audam, quam faccum ad mo te! 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 
Bullet points erum quis audam, quam faccum ad mo te! 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 


Bullet points erum quis audam, quam faccum ad mo te! 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 


HEADING 2 


Sinimag: nimaior a comnia volo voluptat autemolore, 
ut voluptae dest omnisim quisti incim ius ex eles molor 
millabo. Nem del et, que liquam raera coris re nonsequi. 


‘Ovidellor: a sinimag nimaior a comnia volo voluptat 
‘autemolore, ut voluptae dest omnisim quisti incim ius ex 
eles molor millabo. Nem del et, que liquam raera coris 
re nonsequi consequi cus quas quatum re lab iliquistibus 
etomnimenditem dio eosa volor re sum nis apient. 


Sinimag: nimaior a comnia volo voluptat autemolore, 

ut voluptae dest omnisim quisti incim ius ex eles molor 
millabo. Nem del et, que liquam raera coris re nonsequi 
consequi cus quas quatum re lab iliquistibus et magnime 
‘sunt Sacer fugiam quost eritatqui restrumquis. 


‘Title of brochure»_13 
' 


‘quosam quam rescitiur rescimporro vol oreprat ipitibus et | 


Z 


<> 


iz 


DIMENSIONS 
EXPLAINED 
X = width of- 
document 
Y = height of 
document 
Z =X divided 
by 15 
Sizes are 
based on an 
A4 documents. 
Scale up 
or down as 
required for 
other brochures. 


@ PRODUCT LINE 

Font: Triplex Sans Extrabold, CAPS. 
Colour: Black. 

Size: 1Opt, 12pt leading, 10Opt kerning. 


@ PRODUCT/SERVICE NAME 
Font: Futura Bold, CAPS. 
Colour: Thales light blue. 


Size: 22pt, 26pt leading, -20pt kerning. 


© PRODUCT/SERVICE BY-LINE 
Font: Futura Bold. 


Colour: Black. 
Size: I5pt, Auto (18pt) leading, -20pt kerning. 


@ TOP SEPARATOR LINE 

Stroke width: 5pt. 

Colour: Thales light blue. 

Width: Adjustable based on width of two-column grid. 


@ INTRO PARAGRAPH 

Font: Triplex Sans Extrabold, upper and lowercase. 

Colour: Use the supporting grey colour (CMYK:15,00,00,50), 
with 1mm paragraph spacing after. 

Size: 1Opt, 12pt leading. 


© HEADINGS 

Heading 1 

Font: Futura Book, CAPS. 

Colour: Thales light blue. 

Size: 15pt, 18pt leading 20pt kerning, with 1mm 
paragraph spacing after. 


Heading 2 

Font: Futura Medium, CAPS. 

Colour: Thales light blue. 

Size: 1] pt, 11 pt leading with 20pt kerning, and Imm 
paragraph spacing before and after. 


@ BODY TEXT 


Body copy 

Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: 1Opt, 10.5pt leading with 30pt kerning and 1mm 
paragraph spacing after. 


Bullet points 

Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: 1Opt, 10.5pt leading with 30pt kerning. Imm 
paragraph spacing after and indent text 4mm from left 
hand margin. 

Bullet styling: Insert Thales arrow element as the bullet 
point graphic. 


Highlighted text 

Font: Futura Medium, upper and lowercase. 
Colour: Thales light blue. 

Size: lOpt, 10.5pt leading with 30pt kerning. 


© |MAGES OR TABLES 


Images or tables can be placed either across one or two 
columns within the page layout depending upon content. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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PRINT COMMUNICATIONS 


Product/ Capability Brochures 
Back cover 


DIMENSIONS 
EXPLAINED 


X = width of 
document 


Y = height of 
document 

Z=X divided 
by 15 


Y 
| ‘Country H ' ' ee is 
37mm i Tel: +XX (X]X XXXX XXXX — Fax: +XX (X]X XXXX XXX : : ot 26mm 
} \www.thalesgroup.com <Optional legal requirements> i : oa 
oe YY | es es 
Zz 4 AxZ : Z me 
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@ SOCIAL MEDIA LIST 


Social media copy 

Font: Futura Light, upper and lowercase. 

Colour: Black. 

Size: 8pt, 1Opt leading. 

Placement: Align with left-hand margin, 79mm from the 
base of the page. 


URL's 

Font: Futura Light, lowercase. 

Colour: Black. 

Size: 8pt, 20pt leading. 

Placement: Align with left-hand margin and position 68mm 
from the base of the page. 


Social media logos 
Size: 4mm x 4mm. 
Placement: Align with left-hand margin. 


© RULE 


Colour: Thales light blue. 

Size: | pt. 

Placement: 4mm below the social media urls and to the 
width of the Thales logo. 


@ THALES LOGO 

Style: Primary two colour logo. 

Size: 4 x Z wide (56mm for A4). 

Placement: Align with left-hand margin from 37mm from 
bottom of page. 


@ SEPARATOR LINE 
Stroke width: 2pt. 
Colour: Thales light blue. 


Width: Align to the width of the two-column grid. 


© THALES COUNTRY 
Font: Futura Extrabold, CAPS. 
Colour: Thales light blue. 


Size: 8.5pt, 11.5pt leading. 


© ADDRESS AND LEGAL DETAILS 


Font: Futura Book, upper and lowercase. 
Colour: Black. 
Size: 8.7pt, 9pt leading. 


@ DATE AND PHOTOGRAPH CREDITS 


Font: Futura Book. 
Colour: Black. 
Size: 7pt, 9pt leading. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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<4.7> 


Group Brochure 
Front cover 


PRINT COMMUNICATIONS 


OTHALES i; —a oO Website URL | 


Zx4 


SEStSSE AU et ece estate cease ashe aa kee c teeta sete es hi ance acer ee temas eciseatincn cased cad aescinescinesceasiacasasecoceunesenesuaeaeeacaseate ses 


Title of Group brochure | 
Optional byline eee ne enna ee eer eee oer eeareaT een a 
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DIMENSIONS 
EXPLAINED 
X = width of 


document 


Y = height of 
document 

Z =X divided 
by 15 


Group literature is an important medium for presenting the 
Thales brand to the outside world. 


This section includes examples of how our brand is applied 
to Group-facing communications. It provides guidance on 
page styles to ensure consistent identity and describes how 
to create and develop effective and consistent layouts. It 
also explains in detail the key principles of the typographic 
styling for both front and back covers and inside spreads, 
offering flexibility in overall design. 


GROUP BROCHURE COVERS 

Group brochure covers must comply with a strict set of 
design rules based on the ratio of the document width (X) to 
document height (Y). 


For all formats, divide the document width by 15 to calculate 
the reference value (Z). This value is used to determine the 
size of the different elements in the document design Z = X 


divided by 15. 


The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


@ THALES LOGO 

Style: Primary two-colour logo. 

Size: 4 x Z wide. 

Placement: Height of Z from top, ranged left with margin. 


@ URL 


Font 

Font: Triplex Sans Light. 

Colour: Thales light blue. 

Size: 1] pt, 15Opt kerning, centred. 


Box 

Colour: Thales dark blue. 

Stroke: Opt. 

Height: 1/2 x Z. 

Width: Adjustable based on length of URL. 
Placement: Z from right edge. 


© RESERVED FIELD 


The top part of the cover must be white. no graphics or 
visuals should be included except for the logo and URL. 


© TEXT FIELD 
The text field must not be greater than 1/6 x Y. 


Text is aligned left and bottom (with a 1Omm margin) 
in the text field. 


Thales Country or heading (optional) 

Font: Triplex Sans Light, CAPS. 

Colour: Thales dark blue. 

Size: lOpt, 11 pt leading, 100pt kerning, 5mm paragraph 
space after. 


Title of Brochure 

Font: Futura Bold upper and lower case. 

Colour: Thales dark blue. 

Size: 25pt, 26pt leading, -20pt kerning with 5mm 
paragraph space before. 


By line (optional) 

Font: Futura Bold upper and lower case. 
Colour: Thales dark blue. 

Size: 18pt, Auto (21.6pt) leading, -20pt kerning. 


@ VISUAL FIELD 


Visual elements appear in the bottom part of the cover. 
The visual field can contain a single image, a composite 
image or a solid colour background (see approved colours). 


More direction on imagery is available on Thales Brand 
World under Photography. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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PRINT COMMUNICATIONS 


Group Brochure 
Front cover examples 


THALES jhaaleeaxionneon 


OUR STRATEGIC VISION 


Working together 
for a safer world 


192_<Brand standards» 


THALES laleagaredp nom 


CORPORATE PROFILE 


Thales in UAE 


Everywhere safety and security matter, we deliver 


THALES 


For a safer world 


THALES thalesgeraupicem 


CORPORATE RESPONSIBILITY 


Engagement fiir nachhaltigen Erfolg 


thalesgsroup.com 
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PRINT COMMUNICATIONS 


Group Brochure 
Inside spreads - the grid 


420mm 


— 
column width 


297mm 
: ic i ee ee ee ee a: © | fp at - c& oF : i 
aid 
[21 pes 
DIMENSIONS 1/2xZ 


EXPLAINED 


X = width of 
document 


Y = height of 
document 

Z =X divided 
by 15 
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We use grids to create consistent, yet flexible layouts in 
our communications and to structure information clearly. 


We demonstrate the flexibility of those grids on the 
following pages of this document, using A4 spreads 
as examples. 


@ THEGRID 


The seven-column grid provides an underlying structure that 
all elements, such as text, images and graphics must be 
aligned with.These grids are common to all Group literature 
templates. 

Margin width: Z 

Column width: Divided by 7 

Gutter: 4mm 


@ PAGE FOOTERS 


Title of brochure 

Font: Triplex Sans Light, upper and lowercase. 

Colour: Black. 

Size: 8pt, 9pt leading. 

Placement: Position 1/2 Z from side and bottom margins. 


Page numbers and underscore 

Font: Triplex Sans Bold 

Colour: Black. 

Size: 1Opt, 12pt leading. 

Placement: Position 1/2 Z from side and bottom margins. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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Group Brochure 


Inside spread examples 


PRINT COMMUNICATIONS 


Qui officit mint rempos quam facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. Assimi, con nestotaerum aut od quia ipsam 
quiantiatur a Qui officit mint rempos quam facepernatur auteniet asit audis modicie 
nieneca borehentiur alicienis et verit quas iusdae. Assimi, con nestota 


PULL OUT QUOTE EXAMPLE 


Sit audis modicie nieneca borehentiur alicienis et verit quas iusdae. Assimi, con none 
qui nestotaerum aut od qsam quiantiatur alibus illiquam eos recum vel iuntibus ipsum. 


itle of brochure_2 


P 


@ Example of Title 
heading for story 


EXAMPLE OF INTRODUCTORY 
HEADING STYLE 


Qui ad minvendae maximperi blaborum im facerferi 
cus recernate lit ullit is eveliqu untias nestint ut 

ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia 
dero et, nos delest que cust quatent volesed mi, 
ommodiae. At reiusantur modis secuptur aliqui 
consequos suntis est ipsam quianim quo quibus 
molorerunte lamusam iur? 


ASSIMI CON NESTOTAERUM AUT OD 
QUIA IPSAM QUIANTIATUR ALIBUS 
ILLIQUAM E NESTOTAERUM 

Vidempedit quodit, quatibust, acerio quae volut 
magniatis ium iur? Qui officit mint rempos quam 
facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. 


Assimi, con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam eos recum vel iuntibus 
sit, tem illuptatet verest, quaeri aut pre ium que 
ium endaero rectus re sitatur rempori orpori conem 
harum inum explia sint, sunt ipsam quianim quo 
quibus molorerunte lamusa. 


DOLUPICIDIS NATINVE LIQUAM ET 
HIL INVERIS QUIA IPSAM IUNTIBUS 
SIT OLESSIMO TEMQUIA DERO ET, 
NOS DELEST QUE CON NESTOTAER 


Body copy Qui ad minvendae maximperi blaborum 
im facerferi cus recernate lit ullit is eveliqu untias 
nestint ut ipsum verati dolupicidis natinve liquam, 

et hil inveris doleser chitinverit, inis inum dolessimo 
temquia dero et, nos delest que cust quatent volesed 
dis secuptur aliqui consequos suntis est ipsam 
quianim quo quibus molorerunte lamusam iur? 


Dita volenis eicimus minimen dantem. Dae que 
lantion none nimporero magnam esequiae pra 
sequam harum adia nonsedi reriatur, volore ne 
ipsapiet la debis et laborion pa ipis consequid quo 
ipiendis endae dolum am natibus eaqui dolum dia 
soluptis aliquide voluptus il et vid quis quosam quam 
rescitiur rescimporro voloreprat ipitibus et aligent 
emporepel ius adici im quam desti tem dollute. 
Chitinverit, inis inum dolessimo temquia dero et, nos. 


Vidempedit quodit, quatibust, acerio quae volut 
magniatis ium iur? Qui officit mint rempos quam 
facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. Assimi, con 
nestotaerum aut od quia ipsam quiantiatur alibus 
illiquam eos recum vel iuntibus sit, tem illuptatet 
verest, quaeri aut pre ium que ium endaero rectus re 
sitatur rempori orpori conem harum inum explia sint. 


Que doluptatibus veri auda quo bea ne volorum si 
aut occatet et, sanisque magnis aut es dicimus rem 
incta nonsequas apit, sunt omnis alignimagnam 
niatquam volupta vellorepero eum, tem ipsapedicias 
que ipidenda corrum, ut is dis eosapid estint 
aligenda net faccae rest, estiosto cus volupta ectur, 
que nimus. 


DOLUPICIDIS NATINVE LIQUAM ET 
HILINVERIS 

Body copy Qui ad minvendae maximperi blaborum 
im facerferi cus recernate lit ullit is eveliqu untias 
nestint ut ipsum verati dolupicidis natinve liquam, 

et hil inveris doleser chitinverit, inis inum dolessimo 
temquia dero et, nos delest que cust quatent volesed 
mi, ommodiae. 


ASSIMI, CON NESTOTAERUM AUT 
OD QUIA IPSAM QUIANTIATUR 
Tem illuptatet verest, quaeri aut pre ium que ium 


endaero rectus re sitatur rempori orpori conem 
harum inum explia sint, sunt. 


Que doluptatibus veri auda quo bea ne volorum si 
aut occatet et, sanisque magnis aut es dicimus rem 
incta nonsequas apit, sunt omnis alignimagnam 
niatquam volupta vellorepero eum, tem ipsapedicias 
que ipidenda corrum, ut is dis eosapid estint 
aligenda net faccae rest, estiosto cus volupta ectur, 
que nimus. 


Que doluptatibus veri auda quo bea ne volorum si 
‘aut occatet et, sanisque magnis aut es dicimus rem 
incta nonsequas apit, sunt omnis alignimagnam 
niatquam volupta vellorepero eum, tem ipsapedicias 
que ipidenda corrum, ut is dis eosapid estint 
aligenda net faccae rest, estiosto cus volupta ectur, 
que nimus. 
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Example: Group Brochure 


nside Group spread 
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With a compelling balance of image, typography, and 
symbols, a well-designed layout can be one of the most 
effective tools for clearly communicating a message. 


These examples illustrate a few basic principles to ensure 
that Group publications have a consistent identity. 


Our designs use layouts that are simple, concise and 
informative. They can be tailored to the needs of each type 
of document. 


TYPE SPECIFICATIONS 


The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


@ THALES ARROW ELEMENT 
Thales Arrow Element, is an Adobe Illustrator file. 
This is available from Thales Brand World (TBW) within 


the brand section. 


Styling 

Image: Thales Arrow element (Adobe Illustrator file). 
Colour: Thales light blue. 

Size: Height: 16mm 

Placement: Position above the main heading of the section 
as a design feature. 


@ SECTION HEADING 


Font: Triplex Sans Extrabold, upper and lowercase. 
Colour: Thales light blue. 

Size: 49pt, 49pt leading with 1Omm paragraph 
spacing after. 


© INTRODUCTORY HEADING STYLE 
Font: Futura Bold CAPS. 

Colour: Thales light blue. 

Size: 12pt, 14pt leading with 20pt kerning and 2mm 
paragraph spacing before and 0.5mm after. 


@ BODY TEXT 


Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: lOpt, 1] pt leading with 30pt kerning and 2mm 
paragraph spacing after. 


@ CAPTION PANEL 


Font: Futura Book, upper and lowercase. 

Colour: White, reverse out of Thales light blue. 

Size: |3pt, I5pt leading 30pt kerning and Imm paragraph 
spacing after. 


Placement: Indent text 3mm within highlighted panel. 


© PULL OUT QUOTE 

Heading 

Font: Futura Medium, CAPS. 

Colour: Thales light blue or any complementary colour. 
Size: l6pt, 16pt leading with Imm paragraph spacing 
before and after. 


Body copy 

Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: 13pt, I5pt leading 30pt kerning and 2mm paragraph 
spacing after. 

Placement: Position according to content. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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PRINT COMMUNICATIONS 


Group Brochure 
Inside spread examples 


SECTION HEADING FOR 


EXAMPLE OF 
INTRODUCTORY 
HEADING STYLE 


untias nestint ut ipsum verati dolupicidis 
natinve liquam, et hil inveris doleser 
chitinverit, inis inum dolessimo temquia 
dero et, nos delest que cust quatent 
volesed mi, ommodiae. At reiusantur 
modis secuptur aliqui consequos 

suntis est ipsam quianim quo quibus 
molorerunte lamusam iur? 


Assimi con nestotaerum aut od quia 
ipsam quiantiatur alibus illiquam e 
nestotaerum inis inum dolessi. 


Vidempedit quodit, quatibust, acerio 
quae yolut magniatis ium iur? Qui 
officit mint rempos quam facepernatur 
auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas 


Assimi, con nestotaerum aut od quia 
ipsam quiantiatur alibus illiquam eos 
recum vel iuntibus sit, tem illuptatet 
verest, quaeri aut pre ium que ium 
endaero rectus re sitatur rempori orpori 
conem harum inum explia sint, sunt 
ipsam quianim quo quibus molorerunte 
lamusa. Assimi, con nestotaerum aut od 
quia ipsam quiantiatur alibus illiquam 


EXAMPLE OF INTRODUCTORY 
HEADING STYLE 


HIGHLIGHTED BOX 


Recum vel iuntibus sit, tem illuptatet 
verest, quaeri aut pre ium que ium 
endaero rectus re sitatur rempori orpori 
conem harum inum explia sint, sunt 
ipsam quianim quo quibus molorerunte 
lamusa 


QUI AD MINVENDAE 
MAXIMPERI BLABORUM IM 
FACERFERI CUS RECERNATE 
LIT ULLIT IS EVELIQU UNTIAS 


Nestint ut ipsum verati dolupicidis 
natinve liquam, et hil inveris doleser. 


Chitinverit, inis inum dolessimo temquia 
dero et, nos delest que cust quatent 
volesed mi, ommodiae. At reiusantur 
modis secuptur aliqui consequos 
suntis est ipsam quianim quo quibus 
molorerunte lamusam iur? 


Vidempedit quodit, quatibust, acerio 
quae volut magniatis ium iur? Q: 

officit mint rempos quam facepernatur 
auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas 
iusdae. Assimi con nestotaerum aut od 
quia ipsam quiantiatur alibus illiquam e 
nestotaerum. Assimi, con nestotaerum 
aut od quia ipsam quiantiatur alibus 


Sint, si aut occatet et, sanisque magnis aut es 
dicimus. Rem incta nonsequas apit, sunt omnis 


illiquam eos recum vel iuntibus sit, tem 
illuptatet. Quaeriaut pre ium que ium 
endaero rectus re sitatur rempori orpori 
conem harum inum explia sint, sunt 
ipsam quianim quo quibus molorerunte 
lomusa 


Dolupicidis natinve liquam et hil 
inveris quia ipsam iuntibus sit olessimo 
temquia dero et, nos delest que con 
nestotaer. 


Qui ad minvendae maximperi blaborum 
im facerferi cus recernate lit ullit is 
eveliqu untias nestint ut ipsum vera 
dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo 
temquia dero. Vidempedit quodit, 
quatibust, acerio quae yolut magniatis 
ium iur? 


Qui officit mint rempos quam 
facepernatur auteniet asit audis modicie 
nieneca borehentiur alicienis et verit 
quas iusdae. Quaeriaut pre ium que ium 
endaero rectus re sitatur rempori orpori 
conem harum inum explia sint, sunt 
ipsam quianim quo quibus molorerunte 
lamusa.Dolupicidis natinve liquam et hil 
inveris quia ipsam iuntibus sit oless. 


Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias 
nestint ut ipsum verati dolupicidis natinve liquam, 

et hil inveris doleser chitinverit, inis inum dolessimo 
temquia dero et, nos delest que cust quatent 
volesed mi, ommodiae. At reiusantur modis secuptur 
aliqui consequos suntis est ipsam quianim quo 
quibus Assimi con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam e nestotaerum. 


Vidempedit quodit, quatibust, acerio quae volut 
magniatis ium iur? Qui officit mint rempos quam 
facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. 


Assimi, con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam eos recum vel iuntibus 
sit, tem illuptatet verest, quaeri aut pre ium que 
ium endaero rectus re sitatur rempori orpori conem 
harum inum explia sint, sunt ipsam quianim quo 
quibus molorerunte lamusa. 


Qui ad minvendae maximperi blaborum im facerferi 
cus recernate lit ullit is eveliqu untias nestint ut 
ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia 
dero et, nos delest que cust quatent volesed mi, 
ommodiae. At reiusantur modis secuptur aliqui 
consequos suntis est ipsam quianim quo quibus. 


Vidempedit quodit, quatibust, acerio quae volut 
magniatis ium iur? Qui officit mint rempos quam 
facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. 


ASSIMI CON NESTOTAERUM AUT OD 
QUIA IPSAM QUIANTIATUR ALIBUS 
ILLIQUAM E NESTOTAERUM 


Assimi, con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam eos recum vel iuntibus 
sit, tem illuptatet verest, quaeri aut pre ium que 
ium endaero rectus re sitatur rempori orpori conem 
harum inum explia sint, sunt ipsam quianim quo 
quibus molorerunte lamusa. 


Dolupicidis natinve liquam et hil inveris quia ipsam 
iuntibus sit olessimo temquia dero et, nos delest que 
con nestotaer 


MMA. ~=EEROCOM 


Body copy Qui ad minvendae maximperi blaborum 
im facerferi cus recernate lit ullit is eveliqu untias 
nestint ut ipsum verati dolupicidis natinve liquam, 

et hil inveris doleser chitinverit, inis inum dolessimo 
temquia dero et, nos delest que cust quatent volesed 
mi, ommodiae. At reiusantur modis secuptur aliqui 
consequos suntis est ipsam quianim quo quibus. 


Assimi con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam e. Vidempedit quodit, 
quatibust, acerio quae volut magniatis ium iur? Qui 
officit mint rempos quam facepernatur auteniet asit 
audis modicie nieneca borehentiur alicienis et verit 
quas iusdae. Assimi, con nestotaerum aut od quia 
ipsam quiantiatur alibus illiquam eos recum vel 
iuntibus sit, tem illuptatet verest, quaeri aut pre ium 
que ium endaero rmpconem harum inum explia. 


HEADING STYLE 


Sit audis modicie nieneca 
borehentiur alicienis et verit quas 
iusdae. Assimi, con none. 
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alignimagnam niatquam volupta vellorepero eum, 
tem ipsapedicias que ipidenda corrum, ut is dis 
eosapid estint aligenda net faccae rest, estiosto cus 
volupta ectur, que nimus. 


Body copy Qui ad minvendae maximperi blaborum 
im facerferi cus recernate lit ullit is eveliqu untias 
nestint ut ipsum verati dolupicidis natinve liquam, 

et hil inveris er chitinverit, inis inum dolessimo 
temquia de: 


DOLUPICIDIS NATINVE LIQUAM 
ET HILINVERIS MINVENDAE MAX 
QUI AD MINVENDAE MAXIMPERI 
BLABORUM IM FACERFERI CUS 


Eveliqu untias nestint ut ipsum verati dolupicidis 
natinve liquam, et hil inveris doleser chitinverit, inis 
inum dolessimo temquia dero et, nos delest que cust 
quatent volesed mi, ommomodis secuptur aliqui 
consequos suntis est ivibus molorerunte lamusam iur? 


PULL OUT QUOTE EXAMPLE 


Sit audis modicie nieneca borehentiur 
alicienis et verit quas iusdae. Assimi, 
con none qui nestotaerum aut od quia 
ipsam quiantiatur alibus illiquam eos 
recum vel iuntibus ipsum. 


HEADING STYLE 


Sit audis modicie nieneca 
borehentiur alicienis et verit quas 
iusdae. Assimi, con none. 


89% 


HEADING STYLE 


Sit audis modicie nieneca 
borehentiur alicienis et verit quas 
iusdae. Assimi, con none. 


96% 


HEADING STYLE 


Sit audis modicie nieneca borehentiur alicienis et verit quas iusdae. Assimi, con none qui 
nestotaerum aut od quia ipsam quiantiatur alibus illiquam eos recum vel iuntibus ipsum. lest 
que cust quatent volesed mi, ommodiae. At reiusantur modis secuptur aliqui consequos suntis 
est ipsam. Quatent volesed mi, ommodiae. At reiusantur modis secuptur. 


‘Title of brochure»_§ 


Example: Group Brochure 
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nside Group spread — Transportation specific example. 


Note 


PDF and InDesign files are available on Thales Brand 


in the brand section. 


World (TBW 


TYPE SPECIFICATIONS 


The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


@ HIGHTLIGHTED PANEL 


Section heading 

Font: Futura Bold, CAPS. 

Colour: White. 

Size: I5pt, l6pt leading with 20pt kerning and 10mm 
paragraph spacing after. 


Introductory heading style 

Font: Futura Bold CAPS. 

Colour: White. 

Size: 12pt, 14pt leading with 20pt kerning and 2mm 
paragraph spacing before and 0.5mm after. 


Body text 

Font: Futura Book, upper and lowercase. 

Colour: White. 

Size: 1Opt, 1] pt leading with 30pt kerning and 2mm 
paragraph spacing after. 


Placement 
Panel: Position the highlighted panel outside of the grid - 
1/2 Z and align with the page footers. 


@ HEADING STYLE 1 

Font: Futura Bold CAPS. 

Colour: Thales light blue. 

Size: 12pt, 14pt leading with 20pt kerning and 2mm 
paragraph spacing before and 0.5mm after. 


© BODY TEXT 


Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: 10pt, 11 pt leading with 30pt kerning and 2mm 
paragraph spacing after. 


@ PULL OUT QUOTE 


Heading 

Font: Futura Medium, CAPS. 

Colour: Thales light blue. 

Size: l6pt, 16pt leading with Imm paragraph spacing 
before and after. 


Body copy 

Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: 13pt, 15pt leading 30pt kerning and 2mm paragraph 
spacing after. 


Rule 

Rule width: 3.5mm 

Placement: Align with depth of text and position 3.5mm from 
the left-hand side of the text box. 


© SEPARATOR LINE 

Stroke width: 3.5mm. 

Colour: Thales light blue. 

Placement: Position across the double-page text grid. 


© PARALLELOGRAM SHAPE 

Colour: White. 

Parallelogram: 22°. Height 8mm. Adjust width to 
accommodate text. 

Font: Futura Bold CAPS. 

Size: |2pt. 

Placement: Place parallelogram over the separator line 
aligning with the page margin. Centre text within this area. 


@ ADDITIONAL STYLING 

Heading style 1 

Font: Futura Bold CAPS. 

Colour: Black. 

Size: 12pt, 14pt leading with 1mm paragraph spacing 
before and after. 


Body text 

Font: Futura Book, upper and lowercase. 

Colour: Thales light blue. 

Size: lOpt, 1] pt leading with 30pt kerning and 2mm 
paragraph spacing after. 


Percentages 

Font: Futura Light. 
Colour: Thales light blue. 
Size: 48pt. 
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PRINT COMMUNICATIONS 


Group Brochure 
Inside spread examples 


EXAMPLE OF INTRODUCTORY 
HEADING STYLE 

Qui ad minvendae maximperi blaborum im facerferi 
cus recernate lit ullit is eveliqu untias nestint ut 
ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia 
dero et, nos delest que cust quatent volesed mi, 
ommodiae. At reiusantur modis secuptur aliqui 
consequos suntis est ipsam quianim quo quibus 
molorerunte lamusam iur? 


Assimi con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam e nestotaerum. 


Qui ad minvendae maximperi blaborum im facerferi 
cus recernate lit ullit is eveliqu untias nestint ut 
ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia 
dero et, nos delest que cust quatent volesed mi, 
ommodiae. At reiusantur modis secuptur aliqui 
consequos suntis est ipsam quianim quo quibus 
molorerunte lamusam iur? 


Vidempedit quodit, quatibust, acerio quae volut 
magniatis ium iur? Qui officit mint rempos quam 

facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. 


HIGHLIGHTED 
TEXT EXAMPLE 


Qui ad minvendae 
maximperi 
blaborum im 
facerferi cus 
recernate lit ullit 
is eveliqu untias 
nestint ut ipsum 
verati dolupicidis 
natinve liquam, et 
hil inveris doleser 
chitinverit, inis, 
inum dolessimo 
temquia dero et, 
nos delest que cust 
quatent volesed 
mi, ommodiae. At 
relusantur modis 
secuptur aliqui 
consequos suntis 
est ipsam quianim 
quo quibus 
molorerunte 
lamusam iur? 


Vidempedit 
quodit, quatibust, 
acerio quae volut 


Qui officit mint rempos quam facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. Assimi, con nestotaerum aut od quias illiquam 
eos recum tis ium iur? Qui officit mint rempos quam facepernatur auteniet asit audis 
modicie nieneca borehentiur alicienis et verit quas iusdae. Assimi, con nestota 


Qui ad minvendae maximperi blaborum im facerferi 
cus recernate lit ullit is eveliqu untias nestint ut 
ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia 
autenietasitaudis dero et, nos delest que cust quatent volesed mi, 


Assimi, con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam eos recum vel iuntibus 
sit, tem illuptatet verest, quaeri aut pre ium que 

ium endaero rectus re sitatur rempori orpori conem 
harum inum explia sint, doleser chitinverit, inis inum 
dolessimo temquia dero. 


magniatis ium 
iur? Qui officit 
mint rempos quam 
facepernatur 


ommodiae. At reiusantur modis secuptur aliqui 
consequos suntis est ipsam quianim quo quibus 
molorerunte lamusam iur? 


modicie nieneca 
borehentiur 
alicienis et verit 
quas iusdae. 


ASSIMI CON NESTOTAERUM AUT OD 
QUIA IPSAM QUIANTIATUR ALIBUS 
ILLIQUAM E NESTOTAERUM 


Vidempedit quodit, quatibust, acerio quae volut 
magniatis ium iur? Qui officit mint rempos quam 

facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. 


Vidempedit quodit, quatibust, acerio quae volut 
Explia sint, doleser magniatis ium ivr? Qui officit mint rempos quam 
chitinverit, N's fgeepernatur auteniet asit audis modicie nieneca 


imum dolessimo aetna A 
orehentiur alicienis et verit quas iusdae. 
temquia dero. 


Assimi, con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam eos recum vel iuntibus 
sit, tem illuptatet verest, quaeri aut pre ium que 

ium endaero rectus re sitatur rempori orpori conem 
harum inum explia sint, doleser chitinverit, inis inum 
dolessimo temquia dero. 


Assimi, con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam eos recum vel iuntibus sit, 
tem illuptatet. 


EERO COM 


Qui ad minvendae maximperi blaborum im facerferi 
cus recernate lit ullit is eveliqu untias nestint ut 
ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia 
dero et, nos delest que cust quatent volesed mi, 
ommodiae. At reiusantur modis secuptur aliqui 
consequos suntis est ipsam quianim quo quibus 
molorerunte lamusam iur? 


Assimi con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam e nestotaerum. 


ASSIMI CON NESTOTAERUM AUT OD 
QUIA IPSAM QUIANTIATUR ALIBUS 
ILLIQUAM E NESTOTAERUM 


Vidempedit quodit, quatibust, acerio quae volut 
magniatis ium iur? Qui officit mint rempos quam 
facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. 


Qui ad minvendae maximperi blaborum im facerferi 
cus recernate lit ullit is eveliqu untias nestint ut 
ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia 
dero et, nos delest que cust quatent volesed mi, 
ommodiae. At reiusantur modis secuptur aliqui 
consequos suntis est ipsam quianim quo quibus 
molorerunte lamusam iur? 


Vidempedit quodit, quatibust, acerio quae volut 
magniatis ium iur? Qui officit mint rempos quam 
facepernatur auteniet asit audis modicie nieneca 
borehentiur alicienis et verit quas iusdae. 


Assimi, con nestotaerum aut od quia ipsam 
quiantiatur alibus illiquam eos recum vel iuntibus 

sit, tem illuptatet verest, quaeri aut pre ium que t, 
doleser chitinverit, inis inum dolessimo temquia dero. 


HEADING STYLE 


Sit audis modicie nieneca 
borehentiur alicienis et verit quas 
iusdae. Assimi, con none 


HEADING STYLE 

Sit audis modicie nieneca 
borehentiur alicienis et verit quas 
iusdae. Assimi, con none 


HEADING STYLE 


Sit audis modicie nieneca 
borehentiur alicienis et verit quas 
iusdae. Assimi, con none 


Sit audis modicie nieneca borehentiur alicienis et verit quas iusdae. Assimi, con none qui 
nestotaerum aut od quia ipsam quiantiatur alibus illiquam eos recum vel iuntibus ipsum. lest 
que cust quatent volesed mi, ommodiae. At reiusantur modis secuptur aliqui consequos suntis 


55% 89% 96% 


Title of brochurer_6 


est ipsam. Quatent volesed mi, ommodiae. At reiusantur modis secuptur. 


‘Title of brochure_7 


Example: Group Brochure 


nside Group spread — Aerospace specific example. 
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TYPE SPECIFICATIONS 


The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


@ INTRODUCTORY HEADING STYLE 
Font: Futura Bold CAPS. 

Colour: Thales light blue. 

Size: 12pt, l4pt leading with 20pt kerning and 2mm 
paragraph spacing before and 0.5mm after. 


@ BODY TEXT 


Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: 10pt, 11 pt leading with 30pt kerning and 2mm 
paragraph spacing after. 


© HIGHLIGHTED TEXT 


Heading style 2 

Font: Triplex Sans Bold, upper and lowercase. 
Colour: Black. 

Size: 1Opt, 12pt leading with 30pt kerning and 2mm 
paragraph spacing after. 


Body text 
Font: Triplex Sans Light, upper and lowercase. 


Colour: Thales light blue. 
Size: Ypt, 1Opt leading. 


@ CAPTION PANEL 


Font: Futura Book, upper and lowercase. 

Colour: White, reverse out of Thales light blue. 

Size: 13pt, 15pt leading 30pt kerning and 1mm paragraph 
spacing after. 

Placement: Indent text 3mm within highlighted panel. 


© SEPARATOR LINE 

Stroke width: 3.5mm. 

Colour: Thales light blue. 

Placement: Position across the double-page text grid. 


© PARALLELOGRAM SHAPE 

Colour: White. 

Parallelogram: 22°. Height 8mm. Adjust width to 
accommodate text. 

Font: Futura PT Bold CAPS. 

Size: |2pt. 

Placement: Place parallelogram over the separator line 
aligning with the page margin. Centre text within this area. 


@ ADDITIONAL STYLING 

Heading style 1 

Font: Futura Bold CAPS. 

Colour: Black. 

Size: 12pt, 14pt leading with Imm paragraph spacing 
before and after. 


Body text 

Font: Futura Book, upper and lowercase. 

Colour: Thales light blue. 

Size: 10pt, 11 pt leading with 30pt kerning and 2mm 
paragraph spacing after. 


Percentages 

Font: Futura Light. 
Colour: Thales light blue. 
Size: 48pt. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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PRINT COMMUNICATIONS 


Group Brochure 
Back cover 


DIMENSIONS 
EXPLAINED 


X = width of 
document 


Y = height of 
document 

Z=X divided 
by 15 


Y 
| ‘Country ' ' ‘ 14 
37mm i Tel: +#XX (X]X XXXX XXXX — Fax: +XX (X)X XXXX XXXX : : 14 26mm 
} \www.thalesgroup.com <Optional legal requirements> ' ' Best 
yYoVv oY ee ee A 
— > <> <— 
Zz AxZ eae pz 
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All Group literature back covers feature the following 
information as outlined below. Never place an image or 
any other content on this page. 


@ SOCIAL MEDIA LIST 


Social media copy 

Font: Futura Light, upper and lowercase. 

Colour: Black. 

Size: 8pt, 1Opt leading. 

Placement: Align with left-hand margin, 79mm from the 
base of the page. 


URL’s 

Font: Futura Light, lowercase. 

Colour: Black. 

Size: 8pt, 20pt leading. 

Placement: Align with left-hand margin and position 68mm 
from the base of the page. 


Social media logos 
Size: 4mm x 4mm. 
Placement: Align with left-hand margin. 


© RULE 


Colour: Thales light blue. 

Size: | pt. 

Placement: 4mm below the social media urls and to the 
width of the Thales logo. 


@ THALES LOGO 

Style: Primary two-colour logo. 

Size: 4x Z wide. 

Placement: Align with left-hand margin and position 37mm 
from the bottom of the page. 


@ ADDRESS AND LEGAL DETAILS 


Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: 8.5pt, 11 pt leading. 

Placement: Align with left-hand margin and position 26mm 
from the bottom of the page. 


@ DATE AND PHOTOGRAPH CREDITS 


Font: Futura Book, upper and lowercase. 

Colour: Black. 

Size: 7pt, Spt leading. 

Placement: Position vertically up the page, and position 
7mm from the right-hand side of the page and align with the 
base of the Thales logo. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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PRINT COMMUNICATIONS 


Group Brochure 
Back cover example 


Example: Group brochure 


Back cover — with reference to 
social media channels. 


facebook.com/thalesgroup 


linkedin.com/company/thales 


fi 
vw twitter.com/thalesgroup 
in| 


M9 youtube.com/thethalesgroup 


DATE. Photograph credits (if applicable) 


THALES 


Address line 1 

Address line 2 

Country 

Tel: +XX (XX XXXX XXXX — Fax: +XX (XK XNXK XXX 
www.thalesgroup.com <Optional legal requirements> 
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PRINT COMMUNICATIONS 


Datasheets 
Front page - standard option 


1/2xY 
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DIMENSIONS 

EXPLAINED 

X = width of- 
document 


Y = height of 
document 


Z=X divided 
by 15 


Dividing lines 
Weight: 2pt 
Stroke colour: 


Thales light blue 


| xX | 
- ; 
Z| 
~OTHALES Website URL nace 
< - 
td Zx4 Zx4 
Smm 
1/6 PRODUCT/SERVICE NAME 
Product/ service byline (optional) 
s : 
an ~ 
or oe 
L244 s 
1/6xY 


For all datasheets, use the templates provided to ensure 
that Group publications have a consistent identity. This helps 
to improve brand recognition among our audiences. 


For all formats, divide the document width by 15 to 
calculate the reference value (Z). This value is used to 


determine the size of the diferent elements within the design 


Z =X divided by 15. 


The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


@ THALES LOGO 

Style: Primary two-colour logo. 

Size: 4 x Z wide. 

Placement: Height of Z from top, ranged left with margin. 


@ URL 


Font 

Font: Triplex Sans Light. 

Colour: Thales light blue. 

Size: 1] pt, I5Opt kerning, centred. 


Box: 

Colour: Thales light blue. 

Stroke: O.5pt. 

Height: 1/2 x Z. 

Width: Adjustable based on length of URL. 
Placement: Z from right-hand margin. 


© TITLE BANNER 
Depth of banner: 1/6 x Y. 
Colour: Thales light blue. 


Product line 

Font: Triplex Sans Extrabold CAPS. 

Colour: White. 

Size: 10pt, 11 pt leading, 100pt kerning, 5mm 
paragraph space after. 


Product/Service name 

Font: Futura Bold CAPS. 

Colour: White. 

Size: 25pt, 26pt leading, -20pt kerning with 5mm 
paragraph space before. 


Product/Service by line (optional) 

Font: Futura Bold upper and lower case. 
Colour: White. 

Size: 18pt, Auto (21.6pt) leading, -20pt kerning. 


@ MAIN IMAGE 


Place an image of the product or the environment where 
the product is used (e.g image of submarine at sea for a 
sonar solution). 


© ADDITIONAL IMAGES 
(OPTIONAL) 


As well as using a single image for the cover, three 
supporting images can also be used for the datasheet cover. 
Position as shown in the example opposite. 


More direction on imagery is available on Thales Brand 
World under Photography. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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Datasheets 
Front page - standard option examples 


Example: Datasheets — 
Defence 


Front cover — Standard 


T Hi IX L; E —] with single image. 
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THALES 


«PRODUCT LINE> 


PRODUCT/SERVICE NAME 


Product/ service byline (optional) 


Website URL 


Example: Datasheets — 
Aerospace 

Front cover — Standard 

with single image, plus three 
optional images. 
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Datasheets 


optional image 


Front cover page - with bullet list and 


PRINT COMMUNICATIONS 


1/2xY 
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Website URL 


(OPTIONAL HEADING} 
% Bullet point 1 
Bullet point 2 
2 Bullet point 3 


—_- 
«PRODUCT LINE> 


PRODUCT/SERVICE NAME 


Product/ service byline (optional) 


| Zx4 


Optional deep etched product shot 


ABy 


DIMENSIONS 
EXPLAINED 
X = width of- 


document 


Y = height of 
document 

Z=X divided 
by 15 


The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


@ THALES LOGO 


Style: Primary two colour logo. 
Size: 4 x Z wide. 


Placement: Height of Z from top, ranged left with margin. 


@ URL 


Font 

Font: Triplex Sans Light. 

Colour: Thales light blue. 

Size: 1] pt, 150pt kerning, centred. 


Box 

Colour: Thales light blue. 

Stroke: O.5pt. 

Height: 1/2 x Z. 

Width: Adjustable based on length of URL. 
Placement: Z from right-hand margin. 


© BULLET POINT INTRO 


Optional heading 

Font: Futura Book CAPS. 
Colour: Thales light blue. 
Size: I5pt, 18pt ranged lett. 


Bullet points 
You will need to install the Thales 2014 Arrow Font. 
When you apply bullets to your text from the paragraph 


styles window you should automatically have the new Thales 


arrow element as the bullet point graphic. 


Font: Futura Book. 

Colour: Thales light blue. 
Size: 1Opt, 10.5pt ranged left. 
Left indent: 4mm 

First line left indent :-4mm 


@ OPTIONAL IMAGE 


This upper image is optional to use and can either 
overlap the main image area, or be treated as a cut-out 
as shown opposite. 


@ TITLE BANNER 
Depth of banner: 1/6 x Y. 
Colour: Thales light blue. 


Product line 

Font: Triplex Sans Extrabold CAPS. 

Colour: White. 

Size: lOpt, 1] pt leading, 1OOpt kerning, 5mm 
paragraph space after. 


Product/Service name 

Font: Futura Bold CAPS. 

Colour: White. 

Size: 25pt, 26pt leading, -20pt kerning with 5mm 
paragraph space before. 


Product/Service by line optional 

Font: Futura Bold upper and lower case. 
Colour: White. 

Size: 18pt, Auto (21.6pt) leading, -20pt kerning. 


© MAIN IMAGE 


Place an image of the product or the environment 
where the product is used (e.g image of submarine at sea 
for a sonar solution). 


More direction on imagery is available on Thales Brand 
World under Photography. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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PRINT COMMUNICATIONS 


Datasheets 
Front cover page - with bullet list and 
optional image examples 


Example: Datasheets — 
Defence 


Front cover — with bullet list and 


T H IN L = S Website URL optional cut-out image. 


BULLET POINT INTRO 
(OPTIONAL HEADING) 


@ Bullet point 1 
# Bullet point 2 
@ Bullet point 3 
@ Bullet point 4 
@ Bullet point 5. 


«PRODUCT LINE> 


PRODUCT/SERVICE NAME 


Product/ service byline (optional) 
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Wherever safety and 
security matter, we deliver 


SPACE 
Optimising solutions for telecoms, earth 
observation, navigation and research 


DEFENCE AEROSPACE 

Improving decision-making and Assisting customers in making air 

helping forces gain operational superiority travel safer, smoother, environmentally 
cleaner and more enjoyable 


SECURITY 
Helping to protect citizens, sensitive 
data and critical infrastructure 


GROUND TRANSPORTATION 
Enabling networks to run more 
swiftly, safely and at higher capacity 


Thales has more than 61,000 talented people across 
56 countries. Together, we innovate with our customers 
to build smarter solutions. Our intelligent technologies 
are dedicated to protecting people, property and 
information worldwide. Every moment of every day, 


wherever safety and security are critical, Thales delivers. “T i Al IAN i E = 


Ye 
Search: Thalesgroup Fi y in Together ¢ Safer « Everywhere 
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Datasheets 


PRINT COMMUNICATIONS 


Front cover page - with two-column text 


i 
F aaa 
Z 
OTHALES O wesicon 
~ 
Zx4 
& ‘OPTIONAL HEADING (TWO-COLUMN INTRO LAYOUT) 

% Bea volupti nus. Geni odi ulpario rionet harist ut omnim @ Bea volupti nus. Geni odi ulpario rionet harist ut omnim 

‘fuga. Itae. Nam alibus volupitate pernam fuga. Itae. Nam alibus volupitate pernam 
am qui volores premolendis aut vit magni que cus et aut @ Lam qui volores premolendis aut vit magni que cus et aut 
doles eost voluptatur molupta tatesti busdam doles eost voluptatur molupta tatesti busdam 

% Landa nus, quae. Elloreptatio dendisqui omnis exceanem  # Landa nus, quae. Elloreptatio dendisqui omnis excea nem | 
senet id molor si sam eum estem facea pa. dendisqui senet id molor si sam eum estem facea pa. dendisqui ' 
omnis excea nem senet id molor si sasdf bnv bgtbfg omnis excea nem senet id molor si sasdf bnv bgfbfg. 

Boe st est ba ceca lor molupta eatis ea nullia si vitae. Ebitatus si # Volor molupta eatis ea nullia si vitae. Ebitatus sim dolor. 
6mm 
A 
«PRODUCT LINE> 
1/6x PRODUCT/SERVICE NAME 
° . . 
Product/ service byline (optional) 
wy aed Slice 
1/2xY 
v v 
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DIMENSIONS 
EXPLAINED 


X = width of- 
document 


Y = height of 
document 

Z=X divided 
by 15 


The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


@ THALES LOGO 

Style: Primary two-colour logo. 

Size: 4 x Z wide. 

Placement: Height of Z from top, ranged left with margin. 


@ URL 


Font 

Font: Triplex Sans Light. 

Colour: Thales light blue. 

Size: 1] pt, 150pt kerning, centred. 


Box 

Colour: Thales light blue. 

Stroke: O.5pt. 

Height: 1/2 x Z. 

Width: Adjustable based on length of URL. 
Placement: Z from right-hand margin. 


© TWO-COLUMN INTRO 


Optional heading 

Font: Futura Book CAPS. 

Colour: Thales light blue. 

Size: I5pt, 18pt leading, ranged left, 20pt kerning and Imm 
paragraph spacing after. 

Placement: Z 


Bullet points 

Font: Futura Book upper and lowercase. 

Colour: Thales light blue. 

Size: 1Opt, 10.5pt ranged left. 

Left indent: 4mm 

First line left indent :-4mm 

Bullet styling: Insert Thales arrow element as the bullet 
point graphic. 

Placement: Z 


© TITLE BANNER 
Depth of banner: 1/6 x Y. 
Colour: Thales light blue. 


Product line 

Font: Triplex Sans Extrabold CAPS. 

Colour: White. 

Size: lOpt, 1] pt leading, 1OOpt kerning, 5mm 
paragraph space after. 


Product/Service name 

Font: Futura Bold CAPS. 

Colour: White. 

Size: 25pt, 26pt leading, -20pt kerning with 5mm 
paragraph space before. 


Product/Service by-line optional 

Font: Futura Bold upper and lower case. 
Colour: White. 

Size: 18pt, Auto (21.6pt) leading, -20pt kerning. 


@ MAIN IMAGE 


Place an image of the product or the environment 
where the product is used (e.g image of submarine at sea 
for a sonar solution). 


More direction on imagery is available on Thales Brand 
World under Photography. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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THALES 


Bea volupti nus. Geni odi ulpario rionet harist ut omnim 
fuga. Itae. Nam alibus volupitate pernam 

Lam qui volores premolendis aut vit magni que cus et aut 
doles eost voluptatur molupta tatesti busdam 

Landa nus, quae. Elloreptatio dendisqui omnis excea nem 


senet id molor si sam eum estem facea pa. dendisqui 
omnis excea nem senet id molor si sasdf bnv bgfbfg 


Volor molupta eatis ea nullia si vitae. Ebitatus si 
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Datasheets 
Front cover page - with two-column text examples 


Bea volupti nus. Geni odi ulpario rionet harist ut omnim 
fuga. Itae. Nam alibus volupitate pernam 

Lam qui volores premolendis aut vit magni que cus et aut 
doles eost voluptatur molupta tatesti busdam 

Landa nus, quae. Elloreptatio dendisqui omnis excea nem 
senet id molor si sam eum estem facea pa. dendisqui 
omnis excea nem senet id molor si sasdf bnv bgfbfg. 


Volor molupta eatis ea nullia si vitae. Ebitatus sim dolor. 


Example: Datasheets — 
Defence. 


Front cover — with two-column 
text. 


THALE Ss Website URL 


OPTIONAL HEADING (TWO-COLUMN INTRO LAYOUT) 


# Bea volupti nus. Geni odi ulpario rionet harist ut omnim @ Bea volupti nus. Geni odi ulpario rionet harist ut omnim 
fuga. Itae. Nam alibus volupitate pernam fuga. Itae. Nam alibus volupitate pernam 

@ Lam qui volores premolendis aut vit magni que cus et aut 2 Lam qui volores premolendis aut vit magni que cus et aut 
doles eost voluptatur molupta tatesti busdam doles eost voluptatur molupta tatesti busdam 

# Landa nus, quae. Elloreptatio dendisqui omnis exceanem  # Landa nus, quae. Elloreptatio dendisqui omnis excea nem 
senet id molor si sam eum estem facea pa. dendisqui senet id molor si sam eum estem facea pa. dendisqui 
omnis excea nem senet id molor si sasdf bnv bgfbfg omnis excea nem senet id molor si sasdf bnv bgfbfg. 

# Volor molupta eatis ea nullia si vitae. Ebitatus si @ Volor molupta eatis ea nullia si vitae. Ebitatus sim dolor. 


¢PRODUCT LINE> 


PRODUCT/SERVICE NAME 


Product/ service byline (optional) 


Example: Datasheets — 
Transportation 


Front cover — with two-column 
text, plus three optional images. 
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PRINT COMMUNICATIONS 


Datasheets 
Back page with header image 


73mm 


pee HEADING 200000700 
‘commo dem que occuptias eium ut faccuptasped que i 
‘quas sunt ut quae dis is que et doloresto cupidesti 
‘beribusdae. Et volorum, ant aut quatemped endaeceati 
‘omnimet qui dolores atur sed molupta autectore 
‘volorecturit et ea soluptatiis molupti usamusd 


Vidempedit quodit, quatibust, acerio quae volut magniatis; 
jum iur? Qui officit mint rempos quam facepernatur ' 
‘auteniet asit audis modicie nieneca borehentiur alicienis | 
et verit quas iusdae. Assimi, con nestotaerum aut od quia ' 
ipsam quiantiatur alibus illiquam eos recum vel iuntibus sit, 


DIMENSIONS 


‘ ae ieee é tem illuptatet verest, quaeri aut pre ium que ium endaero | 

sepernatils illamusam quodigen|s aut volorepella pe rectus a sitatur jena orpori sae oa inum explia | EXPLAINED 
omnim ullabore plit, optur? sint, sunt que doluptatibus veri auda quo bea ne volorum X= fal h. f 

'H EADING 1 ‘si aut occatet et, sanisque magnis aut es dicimus rem . = WI il Ol- 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint 
t ipsum verati dolupicidis natinve liquam, et hil inveris 


corrum, ut is dis eosapid estint aligenda net faccae rest, 


volupta vellorepero eum, tem ipsapedicias que ipidenda | 
Y = height of 


' incta nonsequas apit, sunt omnis alignimagnam niatquam | document 
' estiosto cus volupta ectur, que nimus. 


' peel daha inis inum se ee ete dere % Bullet points erum quis audam, quam faccum ad mo tem document 
‘et, nos delest que cust quatent volesed mi, ommodiae. | hiciet labore plitin eum qui tem es necae dicienimus, | 
‘At reiusantur modis secuptur aliqui consequos suntis est ' yoluptat aut parum quiatemqui dollore prorernat ' Z = x divided 
y ‘ipsam quianim quo quibus molorerunte lamusam iur? | quatem litatiandis etum et que. ' 

EADING 2 ‘= Sunt que doluptatibus veri auda quo bea ne ' by 

ita volenis eicimus minimen dantem. Dae que lantion ' volorumsi aut occatet et sanisque magnis au. ' Sizes are 

one nimporero magnam esequiae pra sequam harum | = Qui officit mint rempos quam facepernatur auteniet | 
‘adia nonsedi reriatur, volore ne ipsapiet la debis et ' asit audis modicie nieneca borehentiur alicienis et. | based on A4 
Jaborion pa ipis consequid quo ipiendis endae dolum am | % Bullet points erum quis audam, quam faccum ad mo tem documents 


rnatibus eaqui dolum dia soluptis aliquide voluptus il et vid : 
quis quosam quam rescitiur rescimporro voloreprat ipitibus 
‘et aligent emporepel ius adici im quam desti tem dollute 
ossimaio. Ut unt accus edi reriatur voliendis endae. 


hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 


HEADING 2 


Specifications: this paragraph style has nested styles 
which uses the market colour first and automatically 
changes to black after the colon character. 


Scale up 

or down as 
required for 
other brochures. 


i 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate. 


HEADING 2 

Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint ut 
ipsum. 


‘Ovidellor: a sinimag nimaior a comnia volo voluptat 
‘autemolore, ut voluptae dest omnisim quisti incim ius ex 
eles molor millabo. Nem del et, que liquam raera coris re 
nonsequi consequi cus quas quatum re lab iliquistibus et 
eium es ipsunt a sit voloreheni repedis doluptat quis sitis 
magnime sunt officidem fugiam quost eritatqui restrumquis 
essumquam in rem hiciis eiumquam simolestis ero 
omnimenditem dio eosa volor re sum nis apient. 


7 Bullet points 
\hiciet quam: quid etur aliciis minvenis eos nis es ea 
voloribus reheniam fuga. Consequiatem dolupta volor 
‘aut unditium lam coribus eos rerepro enditat int quias 
quo quatinvendel illa conem. Tio mincili gnimolupta 
‘natur aut exceatquam nim doloribeatur re necte eicipsa 
ndandebitiis quam, officae siminte re prorerum quis 


7 Bullet points 
7 Bullet points 


Specifications: this paragraph style has nested styles 
which automatically changes to a lighter font after the 
colon character. 


Z 


Specifications: this paragraph style has nested styles ‘audam, quam faccum abore plitin eum qui tem o ipiendis. g 
which automatically changes to a lighter font after the ' 3 
colon character. i & 
: & 
' 2 
' 2 
—————————— sues a auc bastuassaucuceckdeskdecs 
i i H H 
SHALES ~ Address — Tel: +X (X)X XXXX XXXX — Fax: +XX (XX XXX XKXX 
-mail: XXXX@thalesgroup.com. <Optional legal requirements> : i ' 18mm 
q a | 
<> <> 
' 
' 
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@ HEADER IMAGE 
Size: 57mm x 57mm. 
Placement: Height of Z from top and left margins. 


@ PRODUCT LINE 

Font: Triplex Sans Extrabold, CAPS. 

Colour: Black. 

Size: 1Opt, 12pt leading, 100pt kerning with 2mm spacing 
after paragraph. 


© PRODUCT/SERVICE NAME 
Font: Futura Bold, CAPS. 
Colour: Thales light blue. 


Size: 22pt, 26pt leading, -20pt kerning. 


4) PRODUCT/SERVICE BYLINE 
Font: Futura Bold. 
Colour: Black. 


Size: 15pt, Auto (18pt) leading, -20pt kerning. 


© TOP SEPARATOR LINE 
Stroke width: 5pt. 

Colour: Thales light blue. 

Width: Across two-column grid. 


© CALL-OUT BOX (OPTIONAL) 
Fonts: Refer to following page for type specifications. 
Colour: Thales light blue. 

Size: As required by content, acceptable to bleed off 
the page. 


@ BOTTOM SEPARATOR LINE 
Stroke width: 2pt. 

Colour: Thales light blue. 

Width: Adjustable based on width of two-column grid. 


TYPE SPECIFICATIONS 


For detailed type specifications refer to the following page. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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PRINT COMMUNICATIONS 


Datasheets 
Back page with header image 
- type specifications 


@ ‘commo dem que occuptias eium ut faccuptasped que 


‘quas sunt ut quae dis is que et doloresto cupidesti 
‘beribusdae. Et volorum, ant aut quatemped endaeceati 
‘omnimet qui dolores atur sed molupta autectore 
‘volorecturit et ea soluptatiis molupti usamusd 
‘aepernatiis illamusam quodigenis aut volorepelia pe 
‘omnim ullabore plit, optur? 


‘HEADING 1 


ody copy Qui ad minvendae maximperi blaborum im 
‘acerferi cus recernate lit ullit is eveliqu untias nestint 

t ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia dero 
‘et, nos delest que cust quatent volesed mi, ommodiae. 
‘At reiusantur modis secuptur aliqui consequos suntis est 
‘ipsam quianim quo quibus molorerunte lamusam iur? 


EADING 2 


ita volenis eicimus minimen dantem. Dae que lantion 
one nimporero magnam esequiae pra sequam harum 
‘adia nonsedi reriatur, volore ne ipsapiet la debis et 

laborion pa ipis consequid quo ipiendis endae dolum am | 
natibus eaqui dolum dia soluptis aliquide voluptus il et vid : 
quis quosam quam rescitiur rescimporro voloreprat ipitibus 
‘et aligent emporepel ius adici im quam desti tem dollute 
ossimaio. Ut unt accus edi reriatur voliendis endae. 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate. 

HEADING 2 

Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint ut 
ipsum. 

7 Bullet points 

7 Bullet points 

7 Bullet points 


Specifications: this paragraph style has nested styles 
which automatically changes to a lighter font after the 
colon character. 
Specifications: this paragraph style has nested styles 
which automatically changes to a lighter font after the 
colon character. 


‘THALES ~ Address — Tel: +XX (X)X XXXX XXXX — Fax: +XX (X)X 


“HEADING 200000000 


Vidempedit quodit, quatibust, acerio quae volut magniatis; 
jum iur? Qui officit mint rempos quam facepernatur ' 
‘auteniet asit audis modicie nieneca borehentiur alicienis | 
et verit quas iusdae. Assimi, con nestotaerum aut od quia ' 
ipsam quiantiatur alibus illiquam eos recum vel iuntibus sit, 
tem illuptatet verest, quaeri aut pre ium que ium endaero | 
rectus re sitatur rempori orpori conem harum inum explia | ' 
sint, sunt que doluptatibus veri auda quo bea ne volorum 
‘si aut occatet et, sanisque magnis aut es dicimus rem . 
incta nonsequas apit, sunt omnis alignimagnam niatquam | ' 
volupta vellorepero eum, tem ipsapedicias que ipidenda | 
corrum, ut is dis eosapid estint aligenda net faccae rest, 
estiosto cus volupta ectur, que nimus. 
% Bullet points erum quis audam, quam faccum ad mo te 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 
- Sunt que doluptatibus veri auda quo bea ne 
volorumsi aut occatet et sanisque magnis au. 
— Qui officit mint rempos quam facepernatur auteniet 
asit audis modicie nieneca borehentiur alicienis et. 


i 


mi 
m 


Bullet points erum quis audam, quam faccum ad mo te! 
hiciet labore plitin eum qui tem es necae dicienimus, 
voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. 


HEADING 2 


Specifications: this paragraph style has nested styles 
which uses the market colour first and automatically 
changes to black after the colon character. 


Ovidellor: a sinimag nimaior a comnia volo voluptat ' 
‘autemolore, ut voluptae dest omnisim quisti incim ius ex | 
eles molor millabo. Nem del et, que liquam raera coris re | 
nonsequi consequi cus quas quatum re lab iliquistibus et | 
eium es ipsunt a sit voloreheni repedis doluptat quis sitis | 
magnime sunt officidem fugiam quost eritatqui restrumquis! 
essumquam in rem hiciis eiumquam simolestis ero ' 
omnimenditem dio eosa volor re sum nis apient. ' 
\hiciet quam: quid etur aliciis minvenis eos nis es ea ' 
voloribus reheniam fuga. Consequiatem dolupta volor | 
‘aut unditium lam coribus eos rerepro enditat int quias ' 
quo quatinvendel illa conem. Tio mincili gnimolupta ' 
natur aut exceatquam nim doloribeatur re necte eicipsa ' 
ndandebitiis quam, officae siminte re prorerum quis : 
‘audam, quam faccum abore plitin eum qui tem o ipiendis. | 


3B 
a 
g 
& 
2 
2 
# 
= 
a 
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rz 


DIMENSIONS 
EXPLAINED 


X = width of- 
document 
Y = height of 
document 
Z=*X divided 
by 15 
Sizes are 
based on A4 
documents. 
Scale up 
or down as 
required for 
other brochures. 


TYPE SPECIFICATIONS 


The typeface is Futura. Font variations Futura BT and PT are 


recommended. 


@ INTRO PARAGRAPH 


Font: Triplex Sans Extrabold, upper and lowercase. 


Colour: Use the supporting grey colour (CMYK:15,00,00,50), 


with Imm paragraph spacing after. 
Size: 1Opt, 12pt leading. 


@ HEADINGS 

Heading 1 

Font: Futura Book, CAPS. 

Colour: Thales light blue or white. 

Size: l5pt, 18pt leading 20pt kerning, with 1mm 
paragraph spacing after. 


Heading 2 

Font: Futura Medium, CAPS. 

Colour: Thales light blue or white. 

Size: 1] pt, 11 pt leading with 20pt kerning, and Imm 
paragraph spacing before and after. 


@ BODY TEXT 


Body copy 

Font: Futura Book, upper and lowercase. 

Colour: Black or white. 

Size: 1Opt, 10.5pt leading with 30pt kerning and 1mm 
paragraph spacing after. 


Bullet points 

Font: Futura Book, upper and lowercase. 

Colour: Black or white. 

Size: 10pt, 10.5pt leading with 30pt kerning. Imm 
paragraph spacing after. 

Left indent: 4mm 

First line left indent :-4mm 

Bullet styling: Insert Thales arrow element as the bullet 
point graphic. 


Indented bullet points 

Font: Futura Book, upper and lowercase. 

Colour: Black or white. 

Size: lOpt, 10.5pt leading with 30pt kerning. 1mm 
paragraph spacing after. 

Left indent: 8mm 

First line left indent :-8mm 

Bullet styling: Insert an em dash before the text. Never use any 
other styling for this secondary level of bullets. 


Highlighted text 

Font: Futura Medium, upper and lowercase. 
Colour: Thales light blue or white. 

Size: lOpt, 10.5pt leading with 30pt kerning. 


@ BOTTOM SEPARATOR LINE 

Stroke width: 2pt. 

Colour: Thales light blue. 

Width: Aligns with the base of each of the two columns 


@ THALES COUNTRY 
Font: Futura Extrabold, CAPS. 
Colour: Thales light blue. 

Size: 8.5pt, 11.5pt leading. 


© ADDRESS AND LEGAL DETAILS 


Font: Futura Book, upper and lowercase. 
Colour: Black. 
Size: 8.7pt, 9pt leading. 


@ DATE AND PHOTOGRAPH CREDITS 


Font: Futura Book. 
Colour: Black. 
Size: 7pt, 9pt leading. 


IMAGES OR TABLES 


Images or tables can be placed either across one or two 
columns within the page layout depending upon content. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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PRINT COMMUNICATIONS 


Datasheets 
Back page without header image 


‘PRODUCT LINE» 
A8mm 


PRODUCT/SERV ICE NAME 


Product/ service byline (opt 


vooeoesseeseso"s"""“Intro Paragraph (optional) Otatemporrunt venimi, ~~~") "~~~" Ipi dis endae dolum 

eaqui dolum dia soluptis aliquide voluptus il et vid quis 
quosam quam rescitiur rescimporro voloreprat ipitibus 
et aligent emporepel ius adici im quam desti tem dollute 
nossimaio. Ut unt accus rescimporro voloreprat ip. 


‘commo dem que occuptias eium ut faccuptasped que 
‘quas sunt ut quae dis is que et doloresto cupidesti 
‘beribusdae. Et volorum, ant aut quatemped endaeceati 
mnimet qui dolores atur sed molupta autectore ' 
‘volorecturit et ea soluptatiis molupti usamusd H EADING 2 

‘aepernatiis illamusam quodigenis aut volorepelia pe Vidempedit quodit, quatibust, acerio 
‘omnim ullabore plit, optur? ium iur? Qui officit mint rempos quan 
t \auteniet asit audis modicie nieneca borehentiur alicienis 


‘H EADING 1 et verit quas iusdae. Assimi, con nestotaerum aut od quia | 


‘ tiatur alibus illiquam eos recum vel iuntibus sit! 

Bod Qui ad d blab. ipsam quian 4 

ody copy Glul ad minyendae maximper! Blaborum im tem illuptatet verest, quaeri aut pre ium que ium endaero | DIMENSIONS 
rectus re sitatur rempori orpori conem harum inum explia 


facerferi cus recernate lit ullit is eveliqu untias nestint 
‘ut ipsum verati dolupicidis natinve liquam, et hil inveris 
P. P 4 Sint, sunt que doluptatibus veri auda quo bea ne volorum | EXPLAINED 
si aut occatet et, sanisque magnis aut es dicimus rem ' 


‘doleser chitinverit, inis inum dolessimo temquia dero 
incta nonsequas apit, sunt omnis alignimagnam niatquam | XxX = width of- 


‘et, nos delest que cust quatent volesed mi, ommodiae. 
t ft di tur ali tis est ' 
iA relusaniuy mocis secuphit-o iqui.consequas suniis es volupta vellorepero eum, tem ipsapedicias que ipidenda d 
corrum, ut is dis eosapid estint aligenda net faccae rest, ocument 


‘ipsam quianim quo quibus molorerunte lamusam iur? 
EADING 2 estiosto cus volupta ectur, que nimus. 


Bullet points erum quis audam, quam faccum ad mo tem ve height of 
hiciet labore plitin eum qui tem es necae dicienimus, document 


voluptat aut parum quiatemqui dollore prorernat 
quatem litatiandis etum et que. zZ=X divided 
by 15 


Sizes are 

based on A4 
documents. 
Scale up 

or down as 
required for 
other brochures. 


uae volut magniatis: 
acepernatur 


ita volenis eicimus minimen dantem. Dae que lantion 
‘none nimporero magnam esequiae pra sequam harum 
‘adia nonsedi reriatur, volore ne ipsapiet la debis et. 


— Qui officit mint rempos quam facepernatur auteniet 
asit audis modicie nieneca borehentiur alicienis et. 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint 

ut ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia dero et, nos 
delest que cust quatent volesed mi, ommodiae. 


HEADING 2 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint 


— Bullet points erum quis audam, quam faccum ad 
mo tem hiciet labore plitin eum qui tem es necae 
dicienimus, voluptat aut parum quiatemqui dollore 

prorernat quatem litatiandis etum et que. 


HEADING 2 


Specifications: this paragraph style has nested styles 
which uses the market colour first and automatically 
changes to black after the colon character. 


Ovidellor: a sinimag nimaior a comnia volo voluptat 

ut ipsum verati dolupicidis natinve liquam, et hil inveris ‘autemolore, ut voluptae dest omnisim quisti incim ius ex 
doleser chitinverit, inis inum dolessimo temquia dero et, nos eles molor millabo. Nem del et, que liquam raera coris re 
delest que cust quatent volesed mi, ommodiae. nonsequi consequi cus quas quatum re lab iliquistibus et 
2 Bullet points eium es ipsunt a sit voloreheni repedis doluptat quis sitis 
magnime sunt officidem fugiam quost eritatqui restrumquis 
essumquam in rem hiciis eiumquam simolestis ero 
omnimenditem dio eosa volor re sum nis apient. 


Bullet points 
Bullet points 


Bullet points thi : Ferra ee : 
P ‘|hiciet quam: quid etur aliciis minvenis eos nis es ea 


voloribus reheniam fuga. Consequiatem dolupta volor 
aut unditium lam coribus eos rerepro enditat int quias 
quo quatinvendel illa conem. Tio mincili gnimolupta 


Bullet points. 


Specifications: this paragraph style has nested styles which 
automatically changes to a lighter font after the colon 


Z 


character. natur aut exceatquam nim doloribeatur re necte eicipsa 
Specifications: thi ; whieh ndandebitiis quam, officae siminte re prorerum quis = 
z : ‘ audam, quam faccum officidem fugiam quost eritatqui. 3 
Specifications: this paragraph style has nested styles which = 
automatically changes to a lighter font after the colon 3 
character. 3 
Ey 
& 
3 
2 
‘ / Lf 4 2 ER a 
THALES ~ Address ~ Tel: +XX (X]X XXXX XXX = Fax: #XX (X)X XXXX XXX 
-mail: XXXX@thalesgroup.com. <Optional legal information> ; : ' 18mm 
<> <> 
' 
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@ PRODUCT LINE 

Font: Triplex Sans Extrabold, CAPS. 

Colour: Black. 

Size: 1Opt, 12pt leading, 100pt kerning with 2mm spacing 
after paragraph. 


@ PRODUCT/SERVICE NAME 

Font: Futura Bold, CAPS. 

Colour: Thales light blue. 

Size: 22pt, 26pt leading, -20pt kerning with 2mm spacing 
after paragraph. 


@ PRODUCT/SERVICE BY-LINE 
Font: Futura Bold. 

Colour: Black. 

Size: 15pt, Auto (18pt) leading, -20pt kerning. 


@ TOP SEPARATOR LINE 
Stroke width: 5pt. 

Colour: Thales light blue. 

Width: Across two-column grid. 


© CALL-OUT BOX (OPTIONAL) 


Fonts: Refer to following page for type specifications. 
Colour: Thales light blue. 

Size: As required by content, acceptable to bleed off 
the page. 


© BOTTOM SEPARATOR LINE 
Stroke width: 2pt. 

Colour: Thales light blue. 

Width: Adjustable based on width of two-column grid. 


TYPE SPECIFICATIONS 


For detailed type specifications refer to the following page. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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‘commo dem que occuptias eium ut faccuptasped que 
‘quas sunt ut quae dis is que et doloresto cupidesti 
‘beribusdae. Et volorum, ant aut quatemped endaeceati 
mnimet qui dolores atur sed molupta autectore 
‘volorecturit et ea soluptatiis molupti usamusd 
‘aepernatiis illamusam quodigenis aut volorepelia pe 
‘omnim ullabore plit, optur? 


‘HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
‘acerferi cus recernate lit ullit is eveliqu untias nestint 
‘ut ipsum verati dolupicidis natinve liquam, et hil inveris 
‘doleser chitinverit, inis inum dolessimo temquia dero 
‘et, nos delest que cust quatent volesed mi, ommodiae. 
At reiusantur modis secuptur aliqui consequos suntis est 
‘ipsam quianim quo quibus molorerunte lamusam iur? 


EADING 2 


ita volenis eicimus minimen dantem. Dae que lantion 
‘none nimporero magnam esequiae pra sequam harum 
‘adia nonsedi reriatur, volore ne ipsapiet la debis et. 


HEADING 1 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint 

ut ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia dero et, nos 
delest que cust quatent volesed mi, ommodiae. 


HEADING 2 


Body copy Qui ad minvendae maximperi blaborum im 
facerferi cus recernate lit ullit is eveliqu untias nestint 

ut ipsum verati dolupicidis natinve liquam, et hil inveris 
doleser chitinverit, inis inum dolessimo temquia dero et, nos 
delest que cust quatent volesed mi, ommodiae. 


2 Bullet points 


Bullet points 


Bullet points 
Bullet points 
Bullet points. 


Specifications: this paragraph style has nested styles which 
automatically changes to a lighter font after the colon 
character. 


which 


Specifications: thi 


Specifications: this paragraph style has nested styles which 
automatically changes to a lighter font after the colon 
character. 


"THALES ~ Address — Tel: +XX (X)X XXXX XXXX — Fax: +XX (X)X 


eaqui dolum dia soluptis aligulder eas il et vid quis 
quosam quam rescitiur rescimporro voloreprat ipitibus 
et aligent emporepel ius adici im quam desti tem dollute 
nossimaio. Ut unt accus rescimporro voloreprat ip. 


'HEADING 2 

Vidempedit quodit, quatibust, acerio 
ium iur? Qui officit mint rempos quan 
cauteniet asit audis modicie nieneca borehentiur alicienis 


uae volut magniatis; 
acepernatur 


ipsam quiantiatur alibus iliquam eos recum vel iuntibus sit, 


tem illuptatet verest, quaeri aut pre ium que ium endaero | 


' 
rectus re sitatur rempori orpori conem harum inum explia 
Sint, sunt que doluptatibus veri auda quo bea ne volorum | 


si aut occatet et, sanisque magnis aut es dicimus rem ' 


incta nonsequas apit, sunt omnis alignimagnam niatquam | 
volupta vellorepero eum, tem ipsapedicias que ipidenda | 
corrum, ut is dis eosapid estint aligenda net faccae rest, 
estiosto cus volupta ectur, que nimus. 


Bullet points erum quis audam, quam faccum ad mo tem 


Specifications: this paragraph style has nested styles 
which uses the market colour first and automatically 
changes to black after the colon character. 


Ovidellor: a sinimag nimaior a comnia volo voluptat 
‘autemolore, ut voluptae dest omnisim quisti incim ius ex 
eles molor millabo. Nem del et, que liquam raera coris re 
nonsequi consequi cus quas quatum re lab iliquistibus et 
eium es ipsunt a sit voloreheni repedis doluptat quis sitis 
magnime sunt officidem fugiam quost eritatqui restrumquis 
essumquam in rem hiciis eiumquam simolestis ero 
omnimenditem dio eosa volor re sum nis apient. 


HEADING 2 


\hiciet quam: quid etur aliciis minvenis eos nis es ea 
voloribus reheniam fuga. Consequiatem dolupta volor 
aut unditium lam coribus eos rerepro enditat int quias 
quo quatinvendel illa conem. Tio mincili gnimolupta 
natur aut exceatquam nim doloribeatur re necte eicipsa 
ndandebitiis quam, officae siminte re prorerum quis 
audam, quam faccum officidem fugiam quost eritatqui. 


hiciet labore plitin eum qui tem es necae dicienimus, 

voluptat aut parum quiatemqui dollore prorernat 

quatem litatiandis etum et que. 

— Qui officit mint rempos quam facepernatur auteniet 
asit audis modicie nieneca borehentiur alicienis et. 

— Bullet points erum quis audam, quam faccum ad 
mo tem hiciet labore plitin eum qui tem es necae 
dicienimus, voluptat aut parum quiatemqui dollore 

prorernat quatem litatiandis etum et que. 
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PRINT COMMUNICATIONS 


Datasheets 
Back page without header image 
- type specifications 


DIMENSIONS 
EXPLAINED 


X = width of- 
document 
Y = height of 
document 
Z=X divided 
by 15 
Sizes are 
based on A4 
documents. 
Scale up 
or down as 
required for 
other brochures. 


TYPE SPECIFICATIONS 


The typeface is Futura. Font variations Futura BT and PT 
are recommended. 


@ INTRO PARAGRAPH 


Font: Triplex Sans Extrabold, upper and lowercase. 


Colour: Use the supporting grey colour (CMYK:15,00,00,50), 


Size: 1Opt, 12pt leading with 1mm paragraph spacing after. 


@ HEADINGS 

Heading 1 

Font: Futura Book, CAPS. 

Colour: Thales light blue or white. 

Size: 15pt, 18pt leading 20pt kerning, with 1mm 
paragraph spacing after. 


Heading 2 

Font: Futura Medium, CAPS. 

Colour: Thales light blue or white. 

Size: 1] pt, 11 pt leading with 20pt kerning, and|1mm 
paragraph spacing before and after. 


© BODY TEXT 


Body copy 

Font: Futura Book, upper and lowercase. 

Colour: Black or white. 

Size: 1Opt, 10.5pt leading with 30pt kerning and 1mm 
paragraph spacing after. 


Bullet points 

Font: Futura Book, upper and lowercase. 

Colour: Black or white. 

Size: 1Opt, 10.5pt leading with 30pt kerning. Imm 
paragraph spacing after. 

Left indent: 4mm 

First line left indent :-4mm 

Bullet styling: Insert Thales arrow element as the bullet 
point graphic. 


Highlighted text 

Font: Futura Medium, upper and lowercase. 
Colour: Thales light blue or white. 

Size: 1Opt, 10.5pt leading with 30pt kerning. 


Indented bullet points 

Font: Futura Book, upper and lowercase. 

Colour: Black or white. 

Size: lOpt, 10.5pt leading with 30pt kerning. 1mm 

paragraph spacing after. 

Left indent: 8mm 

First line left indent :-8mm 

Bullet styling: Insert an em dash before the text. Never use any 
other styling for this secondary level of bullets. 


@ BOTTOM SEPARATOR LINE 

Stroke width: 2pt. 

Colour: Thales light blue. 

Width: Aligns with the base of each of the two columns 


© THALES COUNTRY 
Font: Futura Extrabold, CAPS. 
Colour: Thales light blue. 


Size: 8.5pt, 11.5pt leading. 


© ADDRESS AND LEGAL DETAILS 


Font: Futura Book, upper and lowercase. 
Colour: Black. 
Size: 8.7 pt, 9pt leading. 


@ DATE AND PHOTOGRAPH CREDITS 


Font: Futura Book. 
Colour: Black. 
Size: 7pt, 9pt leading. 


IMAGES OR TABLES 


Images or tables can be placed either across one or two 
columns within the page layout depending upon content. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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PRINT COMMUNICATIONS 


Datasheets 
Back page examples 


Example: Datasheets — 
Defence. 


- = Back page with header image 
tie “e rn plus specification text. 


PROTECTED VEHICLES 


HAWKE! 


The next generation 
; : Light protected mobility vehicle 


VEHICLE SPECIFICATIONS Suspension and axles: . 
Independent progressive coil spring with double wishbone 
HAWKEI and outboard planetary reduction hubs 
- Diff locks: 
fr) Al Independent air operated - front, centre and rear 
c IE ae Brakes: Air over hydraulic, outboard disc on all four 
$ A wheels with ABS and EBD 


Steering: Power assisted rack & pinion 
Tyres: Michelin 365/88 R20 XZL 152 K 


. Central Tyre Inflation System (CTIS) 
A pre-set pressure settings 
A - Overall length: 5,780 mm Mission range: 600 km 
B - Width: 2,395 mm Speed: Maximum 115 km/h 
C - Overall height: 2,300 mm Electrical system: 500 Amp alternator system, 2.4V 
D - Track: 2,010 mm Environmental: 8 kW cooling, 6 kW heating 
E - Wheelbase: 3,650 mm Air transportable: CH-47 external lift with 30 
F - Front overhang: 1,115 mm minutes preparation, A400M, C-130, C-17 
G - Rear overhang: 1,015 mm Total internal protected volume: 5.3 m3 
H - Approach angle: 45° Total external protected volume: 1.6 m3 
| - Departure angle: 45° Protection: 
J = Ramp angle 147° Ballistic and mine blast protection levels and options 
Configuration 4x4 are available upon request, B-kit configurable 
| - 450 Weapon mounts: 
Gratne pasrbiiie oe @ Remote Weapon Station up to 12.7 mm HMG or 40 
Turning circle: 17 m mm Auto Grenade Launcher, or 
Fording: 1,200 mm limited preparation 2 Manned MG pintle mount up to 12.7 mm HMG or 40 
Crew: Up to 6 mm AGL, or 
Side Slope: 40° static # Manned MG swing mounts for 5.56 mm & 
i 7.62 mm MG. 
Gradient: up to 60% . 
seh sucetlae 456 Options: 
Vertical obstacle: mm Four wheel steer, Generator (65 kW @ 2,500 rpm) 
Weight obstacle: 10,400 kg inline starter, Run flat inserts, Spare wheel, Winch, CBRN 


Kerb mass: 7,000 kg filtration, Automatic Fire Extinguisher System, B-kit armour. 


Engine: 
200 kW / 268 hp @ 4,000 rpm and torque of 610 Nm/ 
450 ft lb @ 2,000 rpm. Euro V complaint 


Transmission: 
Fully automatic 8 forward speeds, 1 reverse 


Transfer case: 
2 speed ratio 


DO9/06/14. Photographs of Hawkei © Australian Department of Defence. 


THALES ~ 7 Murray Rose Avenue, Sydney Olympic Park, NSW 2127, Australia — Tel: + 61 (0)2 8037 6000 
E-mail: hawkei@thalesgroup.com.au - www.thalesgroup.com.au Thales Australia Limited ABN 66 008 642 751 
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CYBER SECURITY 


HOLISTIC CYBER SECURITY 


Get the complete picture 


THE REALITY 


The most sophisticated cyber security measures can 
be defeated if an external agent can walk freely into 
your business and pull out a plug. We recognise that it 
is difficult for organisations to assess where they are 
vulnerable and how to protect themselves. 


OUR APPROACH 


Cyber security is more than a firewall or password. It 

is not a product. It is a journey and the attitude we take 
towards it. At the heart of what Thales does is the belief 
that securing people, property and information ensures 
business continuity and reputation. Our Holistic Cyber 
Security approach goes beyond your network to deliver 
a 360° security assessment of your business, including 
human and environmental factors. It will help you to 
understand fully the current status of your information 
security across the entirety of your business, empowering 
you to make informed business decisions. 


HOLISTIC CYBER SECURITY 


Thales provides accredited cyber security consultants 

to work with your business to conduct a Holistic 

Cyber Security Audit. We will provide you with a 
comprehensive report detailing vulnerabilities across 
your organisation as a complete entity and make wide 
ranging recommendations to address these. Only a Thales 
Holistic Cyber Security Audit incorporates your business 
objectives and the current controls in place against real 


world scenarios and profile how your organisation would . 


THALES CYBER SECURITY 


Thales is a global leader in cyber security products and 
services. Over 1500 highly qualified cyber security experts, 
handle national security in 50 countries, and critical 
information systems for over 100 clients. 80% of the largest 
banks, energy and aerospace organisations around the 
world rely on security delivered by Thales. 

Thales brings world leading cyber security expertise to 
Australia, enabling businesses to secure their people, 
property and information. 


Together, making people, property and information 
safer everywhere. 


CALL US. GET IT SORTED. 1800 ALL CYBER 


cybersecurity.thalesgroup.com.au 


Thales is here to help. We'll look after you. 


It enables you to qualify your return on investment from 
your current environment before developing a transition to 
the next generation of cyber security. To gain a complete 
picture of the security status of your organisation, the 
journey begins here. Thales uses a three stage approach 
to deliver a comprehensive assessment: 


1.PRELIMINARY ASSESSMENT AND PROPOSAL 


An accredited Thales cyber security consultant will work 
with you to understand your business objectives and 
information assurance requirements, and tailor our service 
to these to deliver maximum efficiencies and benefits. 


2.HOLISTIC ASSESSMENT 


Your dedicated Thales consultant and team of security 
engineers will examine your business across the many 
factors, which determine your cyber security posture 
across physical, personnel and procedural domains, 
according to our HELP methodology: 

@ Human. 

@ Environmental. 

2 Logical. 

@ Physical. 

Only by identifying and considering the impact of 
vulnerabilities in all these areas can we complete a full 
assessment of your security posture. 


3.ASSESSMENT REPORT 


Your dedicated consultant will provide you with a detailed 
report that clearly states the vulnerabilities identified 
across all physical and cyber domains during the 
assessment, their risk on your business and a number of 
recommendations to address these. 


FEEL CONFIDENT ABOUT YOUR 
BUSINESS CYBER SECURITY 


Through the Thales Holistic Cyber Security process 

you can: 

@ Be assured of business continuity and reputation 

2 Make business decisions knowing risks are being 
managed Know that your business is compliant and is 
using trusted standards. 

@ Get an overview of the cyber security level across your 
entire organisation and supply chain. 

# Be certain your assessment follows leading processes 
and approved by an Australian Chartered Engineer 
and is Quality |SO9001 compliant. 


@ Show others that your organisation is secure. 


THALES ~ 7 Murray Rose Avenue, Sydney Olympic Park, NSW 2127, Australia. - Tel: 1800 ALL CYBER or 1800 255 29237 
E-mail: cybersecurity@thalesgroup.com.au. Thales Australia Limited ABN 66 008 642 751 


01/01/15 


Example: Datasheets — 
Defence. 


Back page without header 
image, but featuring call-out 
box design. 
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Our brand should be reflected through our environments 
and buildings. Regardless of the size of a building or 
staff numbers, our offices should be modern, clean, 
comfortable and welcoming and embody the values 

of our organisation. Any point where people come 

into contact with our organisation should be carefully 
thought about. All our offices should offer a consistent 
visitor experience. 


Simple and clear signs make it easy for people to find their 
way around our sites. Welcome signs, building directories 
and floor plans must be consistent and comply with the visual 
guidelines. Their objective is to create a sign ‘journey’ for 
visitors, which is logical and simple to follow. 
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SIGNAGE AND SITE BRANDING 


Exterior/Interior 


Signage is divided into exterior and interior zones, with the 
aim of identifying visually the Thales areas. 


It has been conceived to be: 


# Consistent visually with the Group's overall graphic policy 
across alll sites 


2 Offer identification, clarity and guidance 
All office refurbishment projects and site builds must 


involve local communications teams to make sure designs 
are on brand. 


A 
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SIGNAGE AND SITE BRANDING 


Exterior signage: directional pylon 


900mm 


‘ 700mm 
t agi 


400mm 


655mm 


: +... @ BIENVENUE 
WELCOME 


Activités Mondiales Avionique 
Avionics Global Business Unit 


Activités Mondiales Systémes 
de mission de défense 
Defence Mission Systems 
Global Business Unit 


“ 


Activité Mondiale Systémes de 
transport terrestre: 
Ground Transportation Systems, 


2200mm 
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The exterior directional signage is constructed with a 
unique pylon mounted on an aluminium style plinth. The 
pylon can be produced either using see-through, smoked 
glass, or alternatively a white opaque background. 


On all welcome signs the greeting is bilingual, with 
local language first, followed by second-choice language, 


preferably English. 


When producing exterior or interior signage with different 


dimensions follow the style guidelines outlined in this section. 


EXTERIOR PYLON 


Panel size: 900 x 2200mm. 


@ THALES LOGO 

Style: Primary two-colour logo. 

Size: 700mm wide. 

Placement: 175mm from top of panel, centred. 


@ HEADINGS 

Bienvenue 

Font: Futura Bold, CAPS. 

Colour: Thales dark blue. 

Size: 200pt. 

Placement: 400mm from top of panel. 


Welcome 

Font: Futura Medium, CAPS. 
Colour: Thales light blue. 
Size: 200pt. 


© THALES ARROW ELEMENT 


Style: Thales Arrow element (use Adobe Illustrator file). 
Colour: Thales light blue. 

Size: Height: 65mm. 

Placement: Position arrow head facing right or left, from 
the centre point of the panel. Position as indicated in the 
example opposite. 


@ GLOBAL BUSINESS UNIT/ 
BUSNESS LINE/COUNTRY 


Font: Futura Medium, upper and lowercase. 

Colour: French text/local language — Thales dark blue. 
English text — Thales light blue. 

Size: 95pt, 10Opt leading. 

Placement: 655mm from top of panel, ranged left from 
centre of panel, with 20mm spacing between paragraphs. 


@ GRAPHIC ELEMENT 


The graphical element at the base of these signs is 
composed of two overlapping diagonal bands in Thales 
light blue. The smaller band is printed at 70% opacity. They 
reflect the arrow shape used above. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 


<brandworld.thalesgroup.com>_231 


Brand standards » 4 Applying the Brand > 4.9 Signage and site branding » Road directional pylon 


64.9» 


SIGNAGE AND SITE BRANDING 


Exterior signage: road directional pylons 


EXTERIOR ROAD PYLON EXTERIOR ROAD PYLON: LEFT 
, 600mm 
~« > 
' 480mm . 4 


oT HALE s | THALES 


375mm 
2) A « aaa |i | som 
ie Tid iia aii. Accueil eis: | 2m Accueil 

‘Reception & Reception 
‘Batiment B Batiment B 
Building.B._.........L.W.- Building. Une ee eee nee eeeeeree |e, Se 
mm 
ee es |e 65mm & i} Restaurant ge 
? Restaurant 
Restaurant 
‘Restaurant 

Parking vereu 

Visitors iad - 0 

2200mm 


420mm 
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Information featured on all road directional signage is 
bilingual, with local language first, followed by second- 
choice language, preferably English. 


ROAD DIRECTIONAL PYLON 


Panel size: 600 x 2200mm. 


@ THALES LOGO 

Style: Primary two-colour logo. 

Size: 480mm wide. 

Placement: 140mm from top of panel, centred. 


@ THALES ARROW ELEMENTS 


Style: Thales Arrow element (use Adobe Illustrator file). 
Colour: Thales light blue. 

Size: Height: 65mm. 

Placement: Position arrow heads, 30mm above the text. 
Rotate arrow head from central panel line, according to 
direction of area or building featured. 


© TEXT 


Font: Futura Medium, upper and lowercase. 

Colour: French text/local language — Thales dark blue. 
English text — Thales light blue. 

Size: 95pt, 100pt leading. 

Placement: 375mm from top of panel, ranged left from 


centre of sign, with 25mm spacing between paragraphs. 


Alignment of text refer to the examples opposite. 


@ PICTOGRAMS 


Size: 6Omm x 60mm. 

Colour: Thales dark blue. 

Placement: Position the pictogram 40mm from the end of the 
message, and allow 40mm clearance from the edge of the 
sign. Vertically align the pictogram centrally to the message 
as shown on the bi-directional example opposite. 


If there is insufficient room at the end of the message, place 
the pictogram 30mm below the last line and align edge to 
central panel line (see tri-directional example opposite). 


@ GRAPHIC ELEMENT 


The graphical element at the base of these signs is 
composed of two overlapping diagonal bands in Thales 
light blue. The smaller band is printed at 70% opacity. They 
reflect the arrow shape used above. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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SIGNAGE AND SITE BRANDING 


Interior floor listing 


INTERIOR FLOOR LISTING 
. 600mm 


480mm 


General secretariat 


Thales International 
‘Thales International 
H 
H 


Restaurant invités 

Visitor restaurant 
Présidence 

Directorate 

‘Stratégie et développement 
Strategy and development 


Direction technique 
Technical department 


Thales International 
‘Thales International 
1800mm 


Secrétariat 
Secretariat 


Sécurité groupe 
‘Group security 
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Information featured on interior floor listing signage is 
bilingual, with local language first, followed by second- 
choice language, preferably English. 


When there is too much information to fit ona single sign, 
use one sign per language. 


INTERIOR FLOOR LISTING 


Panel size: 600 x 1800mm. 


@ THALES LOGO 

Style: Primary two-colour logo. 

Size: 480mm wide. 

Placement: 100mm from the top of the sign, centred. 


@ NUMERALS 
Font: Futura Bold. 
Colour: Thales light blue. 
Size: ]5Opt. 
Placement: Position first numeral 220mm from the top of the 
sign, and centre over the 'T’ of Thales. Vertically centre all 
numerals with first block of floor information as shown in the 
example opposite. 


© TEXT 


Font: Futura Medium, upper and lowercase. 

Colour: Local language - Thales dark blue. 

English text — Thales light blue. 

Size: 80pt, with 95pt leading. 

Placement: 193mm from top of panel, ranged left from 
down stroke of the 'H’ in Thales with 42mm spacing between 
paragraphs. 


© THE CURSOR 
Colour: Thales dark blue. 
Size: 125mm(W) x 60mm (H). 
Placement: Centre rectangular cursor block over the floor 
numeral, and bleed shape off the left-hand side of the sign, 
as shown in the examples opposite. 


@ GRAPHIC ELEMENT 


The graphical element at the base of these signs is 
composed of two overlapping diagonal bands in Thales 


light blue. The smaller band is printed at 70% opacity. 
They reflect the arrow shape used above. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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Directional signs 
TRI-DIRECTIONAL MODEL BI-DIRECTIONAL MODEL 
600mm 
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Information featured on directional signage is bilingual, with 
local language first, followed by second-choice language, 
preferably English. 


DIRECTIONAL SIGNS 


Panel size: 600 x 1800mm. 


@ THALES LOGO 

Style: Primary two-colour logo. 

Size: 480mm wide. 

Placement: 100mm from the top of the sign, centred. 


@ FLOOR LEVEL HEADINGS 


Font: Futura Medium, upper and lowercase. 

Colour: Local language - Thales dark blue. 

English text — Thales light blue. 

Size: 100pt, with 115pt leading. 

Placement: 235mm from the top of the sign to the base of 
the text, and aligned with the stoke of the ‘H’ of Thales. 


© FLOOR LEVEL NUMERALS 

Font: Futura Bold. 

Colour: Thales dark blue. 

Size: 280pt. 

Placement: Position 215mm from the top of the sign and 
align right with the centre of the panel. 


@ THALES ARROW ELEMENTS 


Style: Thales Arrow element (use Adobe Illustrator file). 
Colour: Thales light blue. 
Size: Height: 45mm or 60mm, position 20mm above the 


text. Rotate arrow head from central panel line, according to 


direction of area or building featured. 


@ TEXT 


Font: Futura Medium, upper and lowercase. 

Colour: Local language - Thales dark blue. 

English text — Thales light blue. 

Size: 7Opt, with 85pt leading. 

Placement: 375mm from top of panel to base of the first 
line of text. 


©@ ROOM NUMBERS AND AREAS 


Room numbers 

Font: Futura Bold, upper and lowercase. 

Colour: Thales dark blue. 

Size: 7Opt, with 85pt leading with 50mm spacing after. 
Placement: left align with the central panel line. 


Rooms 

Font: Futura Medium and Bold, upper and lowercase. 
Room numbers to be set in Futura Medium. 

Colour: Local language - Thales dark blue. 

English text — Thales light blue. 

Size: 7Opt, with 85pt leading. 

Placement: left align with the central panel line. 


@ PICTOGRAMS 
Size: 6Omm x 60mm. 
Colour: Thales dark blue. 


© GRAPHIC ELEMENT 


The graphical element at the base of these signs is 
composed of two overlapping diagonal bands in Thales 
light blue. The smaller band is printed at 70% opacity. They 
reflect the arrow shape used above. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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SIGNAGE AND SITE BRANDING 


Interior wall directions 


TRI-DIRECTIONAL RIGHT/ BI-DIRECTIONAL STRAIGHT 
LEFT MODEL AHEAD/LEFT MODEL 
600mm : 130mm : 


<> 


a : ine : 
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7 pied ‘ 6 fa Meeting room 3/010 
Salle de réunion’ 
3/010, cr) 
Meeting room 


3/010 


Mulimédict 
3/076 


Muliimedict 
3/076 


230mm 


BI-DIRECTIONAL STRAIGHT 
AHEAD/RIGHT MODEL 


130mm 


Salle de réunion 3/084 eS 
Meeting room 3/084 ___ 


ee eee eee oe Kee 


3/002 43/078 


Salle de réunion 3/010 ES} 
Meeting room 3/010 ~~: 
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Information featured on internal wall signage is bilingual, 
with local language first, followed by second-choice 
language, preferably English. 


INTERNAL WALL DIRECTIONS 


Panel size: 600 x 850mm. 


@ FLOOR LEVEL HEADINGS 


Font: Futura Medium, upper and lowercase. 

Colour: Local language —- Thales dark blue. 

English text — Thales light blue. 

Size: 100pt, with 115pt leading. 

Placement: Position 120mm from the top of the sign. 

to the base of the text. Refer to the examples opposite for 
accurate positioning of text on all adaptations. 


@ FLOOR LEVEL NUMERALS 

Font: Futura Bold. 

Colour: Thales dark blue. 

Size: 250pt. 

Placement: Position 20mm from the top of the sign. 

to the base of the text. Refer to the examples opposite for 
accurate positioning of text on all adaptations. 


© THALES ARROW ELEMENTS 


Style: Thales Arrow element (use Adobe Illustrator file). 
Colour: Thales light blue. 
Size: Height: 50mm, position 20mm above 


the text. Rotate arrow head from central vertical axis, 
left or right aligned text, according to direction of area 
or building featured. 


© LEVEL AREAS 

Font: Futura Bold, upper and lowercase. 

Colour: Thales dark blue. 

Size: 78pt, with 50mm spacing after. 

Placement: Refer to the examples opposite for accurate 
positioning of text on all adaptations. 


@ ROOMS + NUMBERS 


Font: Futura Medium, upper and lowercase for all rooms 
and Futura Bold for room numbers. 

Colour: Local language - Thales dark blue. 

English text Thales light blue. 

Size: 6Opt, with 75pt leading. 

Placement: Refer to the examples opposite for accurate 


positioning of text on all adaptations. 


© PICTOGRAMS 

Size: 50mm x 50mm. 

Colour: Thales dark blue. 

Placement: Position 40mm to the right of the text. 

Ideally, position pictograms next to the appropriate room if 
space allows. 


If there is insufficient room at the end of the message, place 
the pictogram 20mm below the last line and align with text 
above. 


@ GRAPHIC ELEMENT 


The graphical element at the base of these signs is 
composed of two overlapping diagonal bands in Thales 
light blue. The smaller band is printed at 70% opacity. They 
reflect the arrow shape used above. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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MERCHANDISE AND 
BRANDED GOODS 


When producing branded goods, it is important to Items used for gifts or for promoting the Thales name should 

ensure they reflect the values of our organisation, be of high quality. Whether they are a T-shirt, pen, umbrella, 
that the product is of good quality, sustainable and is watch, iPad cover or mug, the approved Thales logo artwork 
appropriate to the intended recipient. should be used. This ensures that all branded merchandise is 


consistent and maximises the impact of the Thales brand. 
Always consider Thales’s brand values and ensure the item 


reflects the quality of the organisation and its services. Refer When specifying gifts or promotional items in glass, metal 

to Visual Identity to ensure brand consistency. or wood, the Thales name may be etched or engraved onto 
the material. 

Poor quality merchandise reflects negatively on Thales and 

its brand. All branded materials should be ordered directly Note 

through our approved suppliers. Before producing branded All merchandise items should be approved by your local 

goods, please contact the Group Communications team for communications team. 


guidelines and examples of existing Thales merchandise. 


: 


Never alter, redraw or distort the Thales logo. Files in a 
variety of formats (.jpg, eps, .gif, .tif, etc.) are available on 
TBW (brandworld.thalesgroup.com). 


py 
* 
_ 
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STATIONERY 


Stationery is an important communications tool. 

It is fundamental that we express ourselves consistently 
and appropriately in these everyday communications 
materials. 


Use of a consistent grid, typographic style and colour, 
along with a single paper stock, produce a powerful and 
visually consistent range of stationery. This section of 
the guidelines shows how to do this. 


The fundamental principle which applies to the 
documents is that Thales be presented as a single, 


coherently organised Group. 


Examples of how the brand is applied to stationery and 
internal documents is shown in the following pages. 
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STATIONERY 


Letterheads, business cards and compliment slips are made 
up of three elements: 


@ The Thales logo 
@ Activity/Address 


2 Small print 
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@ THE THALES LOGO 


Usually centred within specific parameters. 


@ ACTIVITY/ADDRESS 


There are three variants of the letterhead and business cards: 
@ Group 

2 Global Business Unit 

@ Country 


The remaining information comprises of addresses, contact 
details and the Group website (thalesgroup.com). 


© SMALL PRINT 


This is for legal information, if stipulated by local legislation. 
It can be added to any stationery item if necessary. 

This will require appropriate changes to the respective 
templates and artworks. 


PRINT SPECIFICATIONS 


Letterheads, business cards and compliments slips are 
printed in two colours: 


@ Pantone 2765 (dark blue) for text 


@ Pantone 3125 (turquoise blue} for the dot of the logo and 
the vertical bar 


The colours, proportions and positions of these elements are 
mandatory and cannot be modified. 


GROUP LETTERHEADS 


For activities within the legal framework of Thales S.A., the 
address block does not feature any information relating to 
he internal organisation. 


n some cases (Thales International, Thales University)', the 
address block incorporates the name of the company whose 


egal information is detailed at the bottom of the page. 


GLOBAL BUSINESS UNIT 
LETTERHEADS 


For activities within the global business units, the first line of 
the address block includes the global business unit name, 
including the word “global business unit”. 


The sender company’s legal information is detailed at the 
bottom of the page if stipulated by local legislation. 


COUNTRY LETTERHEADS 


To meet the specific identification needs for Thales in certain 
countries, the name of the local parent company! 
(example: Thales Nederland) can be used on the first line of 


the address block. 


' Excludes reference to the legal structure (e.g. Ltd, S.A.) 


INTERNAL OFFICE DOCUMENTS 


Although a more formal manifestation of the Thales brand, 
it is still important that we express ourselves consistently and 
correctly in these everyday communications. 


Memo 

The memo is exclusively for internal use. The Word file can 
be downloaded enabling you to either type in your own 
information or use it manually. The document is personalised 
by the sender at the signature level. 


As the memo is available as a Word template, please use 


the detailed technical guidelines that are built into the pages 
of the Word® document template. 
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STATIONERY 


A4 letterheads: 
Group Department or Country 
or Global Business Unit 


210mm 


a 


eandcicial |i Group Department, Country or Global Business Unit 
‘add 
Post code and ci 
County 
J: +00 (0} 0000 00 00 3 } 
F: +00 (0} 00.00.0000 


tholesgroup.com 


297mm 


‘7mm 
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TYPE SPECIFICATIONS 


The typeface is Futura. Font variations Futura BT and PT are 
recommended. 


@ THALES LOGO 

Style: Primary two-colour logo. 

Size: Width 7Omm. 

Placement: Centre aligned, 22mm from the top of 
the letterhead. 


@ VERTICAL BAR 


Colour: Thales light blue. 

Size: 2.5mm wide. Height of the bar is governed by the 
depth of the address details. 

Placement: 38mm from the top of the letterhead and 
positioned on the edge of the page. 


© ADDRESS DETAILS 


Group Department or Country 

or Global Business Unit 

Font: Futura Demi, upper and lowercase. 
Colour: Thales dark blue. 


Size: 8pt, 1Opt with 0.5mm space after. 


Address and website 

Font: Futura Light, upper and lowercase. 

Colour: Thales dark blue. 

Size: 8pt, 1Opt leading with 1mm spacing before the 
Groups web address. 


Telephone and fax 

Font: Futura Demi CAPS. 

Colour: Thales dark blue. 

Size: 8pt, 1Opt leading with 3.5mm tab after the CAP ‘T’, 
and 'F’. 


Telephone and fax numerals 

Font: Futura Light. 

Colour: Thales dark blue. 

Size: 8pt, 1Opt leading with 3.5mm tab after the CAP ‘T’, 
and 'F’. 

Placement: 7mm from the left-hand margin, and 38mm 
from the top of the letterhead. 


Use of fax number is optional. 


@ LEGAL INFORMATION 


Company name 

Font: Futura Medium. 

Colour: Thales dark blue. 

Size: 8pt, 10pt leading. 

Placement: 7mm from the left-hand margin. 


Legal information 

Font: Futura Light. 

Colour: Thales dark blue. 

Size: 8pt, 1Opt leading. 

Placement: 7mm from the left and bottom hand side of the 
letterhead margins. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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In order to present Thales as one Group, business cards 


must be standardised in terms of presentation, style and 


wording. 


They are very important as they represent our 
organisation: employees’ responsibilities within Thales, 
activities and countries. 


STATIONERY 


Business cards 


GENERAL SPECIFICATIONS 


Language 
Business cards can be printed in two languages, one of 
which must be English. Use one language on each side. 


Font and style 

The typeface is Futura. Font variations Futura BT and PT 
are recommended for use in upper and lowercase, or 
specified weights. The use of capital letters must follow the 
grammatical rules outlined earlier in this document. 


Colour 
Print using Pantone 2765 (Thales dark blue) and Pantone 
3125 (Thales light blue). 


Abbreviations 
Any use of abbreviations for describing any level of 
organisation is strictly prohibited (e.g. Bl, GBU., etc). 


“ THALES 


oe Identity and responsibilities 


3 Personal details 


4] Company/site location details 


First name Last name 
Title and Function 
Group Department or Country or Global Business Unit 


T: +00 (0) 00 00 00 00 
. M: +00 (0) 00 00 00 00 
F: +00 (0) 00 00 00 00 


firstname.lastname@thalesgroup.com 


Address Post code City Country 
T: +00 (0) 00.00 00 00. thalesgroup.com 
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The information on a business card falls into four 
main sections: 


@ Thales logo 
@ \dentity and responsibilities 
@ Personal details 


# Company/site location details 


@ THALES LOGO 


The Thales logo is an essential element in our branding 
and its visibility. As such, no other brand name or activity 
may appear beneath it. 


@ IDENTITY AND RESPONSIBILITIES 


Identity 


First name Last name. 


Generic title 
Only in English, if one exists, for example — Executive Vice 
President, Senior Vice President or Vice President. 


Business title /Job title/ Function 
Business title - information can be found in official human 
resources documents. 


Chairman & Chief Executive Officer is restricted to the 
Chairman & CEO of Thales, except for certain countries 
where there is a specific need to identify a Chairman 


and/or CEO. 

Managers who have full managerial responsibilities for an 
entity, whether it be a Global Business Unit, a business line 
or a business unit, are allowed to use any one of the four 
following titles: 

#@ General Manager (if in US) 

# Managing director (if in UK) 


@ Directeur Général (in France) for a Global Business Unit 


@ Directeur (in France} for a business line or a business unit 


© PERSONAL DETAILS 


Email addresses and telephone details depend on 

your location and your company’s information system 
specifications. No legal structure name can be used in this 
section except when required by country regulations’. 


All Thales business cards must use the url thalesgroup.com. 
No other web addresses are allowed. 


@ COMPANY/SITE LOCATION 


Activity is related to the area covered (e.g. business line). 
Business line must be specified but not the term. 
e.g. Mission Systems and not Mission Systems Business line. 


For members of the Executive Committee, a specific model is 
available at their secretariat. 


GLOBAL BUSINESS UNIT 
BUSINESS CARDS 


Global business unit business cards must use the global 
business name. Both the name and the term “global business 
unit" must be written in full text (e.g. Aerospace global 
business unit). 


No legal structure name can be used to describe 
activities on business cards, except when required by 
country regulations. 


Exceptions: the name of country headquarters (e.g.: Thales 
UK, Thales Canada, etc), Thales International, and Thales 
University can also be used !. 


' Without the legal designation, except in countries where it is required by 
law, e.g. in the USA for Thales North America, Inc. 


<brandworld.thalesgroup.com>_247 


Brand standards » 4 Applying the Brand > 4.11 Stationery » Group Business cards 


«4.11 


STATIONERY 


Business cards: 
Group Department or Country 
or Global Business Unit 


19mm 


me 


Title and Function 
55mm Group Department or Country or Global Business Unit 


3) T: +00 (0) 00 00 00 00 
M: +00 (0) 00 00 00 00 
F: +00 (0) 00 00 00 00 


firsiname.lastname@thalesgroup.com 


‘Address Post code City Country 
oo... STs +000) 00 00 00 00 thalesgroup.com 


90mm 


248_<Brand standards» 


TYPE SPECIFICATIONS 


The typeface is Futura. Font variations Futura BT and PT are 
recommended. 


@ THALES LOGO 

Style: Primary two-colour logo. 

Size: Width 60mm. 

Placement: Centre aligned, 13mm from the top of 
the business card. 


@ IDENTITY AND RESPONSIBILITIES 


First name. Last name 

Font: Futura Demi, upper and lowercase. 
Colour: Thales dark blue 

Size: Ypt, 10pt leading. 


Title and function 

Font: Futura Book, upper and lowercase. 
Colour: Thales dark blue. 

Size: 7pt, 8. 5pt leading. 


Group Department or Country or Global Business Unit 
Font: Futura Book, upper and lowercase. 

Colour: Thales dark blue. 

Size: 7pt, 8.5pt leading, with 1mm spacing after. 


Placement of this block: Left aligned with the downstroke 


of the 'T’ of Thales, 19mm from the top of the business card. 


© CONTACT DETAILS 


Telephone, mobile, and fax (optional) 

Font: Futura Demi to highlight CAP ‘T’, ‘M’ and 'F' 
Colour: Thales dark blue. 

Size: 7pt, 8. 5pt leading. 

Placement: Left aligned with the downstroke of the 'T’ of 


Thales, with Imm spacing before this paragraph and 3.5mm 


tab after the CAPS ‘T'‘M' and 'F’. 


Telephone, mobile and fax numerials 
Font: Futura Light. 
Colour: Thales dark blue. 


Size: 7pt, 8. 5pt leading. 


Email 

Font: Futura Light, lowercase. 
Colour: Thales dark blue. 
Size: 7pt, 8. 5pt leading. 


Use of fax number is optional. 


© COMPANY/SITE DETAILS 

Address 

Font: Futura Demi to highlight CAP ‘T and Futura Light for 
the remaining details. 

Colour: Thales dark blue. 

Size: Opt, 7.5pt leading. 

Placement: Left aligned with the downstroke of the 'T’ of 
Thales, 4mm from the base of the business card. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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STATIONERY 


Compliments slip 
Group Department or Country 
or Global Business Unit 


| 128mm 
- . 
aca ae | nee 
 =6S THALES _ 
29mm ON bes he oa ee OEE Coes 
« > 
: : 7Omm 
a. Wscslielaell app casecteceeciapaioncsut eagle 
With compliments 
80mm 
Group Department/Country/Global Business Unit © 
Address Post code City Country 
__.T:+00.(0}.00 00.00.00. thalesgroup.com 


TYPE SPECIFICATIONS © COMPANY /SITE DETAILS 
The typeface is Futura. Font variations Futura BT and PT are Group Department/ Country / Global Business Unit 
recommended. Font: Futura Book, upper and lowercase. 


Colour: Thales dark blue. 


0 THALES LOGO Size: 8pt, 1Opt leading. 


Style: Primary two-colour logo. 


Size: Width 70mm. Address 
Font: Futura Demi to highlight CAP ‘T’ with remaining text set in 


Futura Light, upper and lowercase. 
Colour: Thales dark blue. 
Size: 8pt, 1Opt leading, with Imm spacing after. 


2] WITH COMPLIMENTS Placement: Left aligned with margin, text sits 5mm from the base 


Font: Futura Demi, upper and lowercase. 
Colour: Thales dark blue. 
Size: 1Opt, 12pt leading. Note 


Placement: Centre aligned, 15mm from the top of 
the compliments slip. 


of the compliments slip. 


Placement: Left aligned with margin, text sits 29mm from the top 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 


of the compliments slip. 
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STATIONERY 
DL Envelopes 


; @ | 13mm 
fr a THALES A, 
60mm 
110mm 
13 mm | 
—- 222mm | 
~< > 


This small-format white envelope is a standard DL size, and is SPECIFICATIONS 


printed in two colours: 


@ Pantone 2765 ® THALES LOGO 
Style: Two-colour logo. 

@ Pantone 3125 Size: Width 60mm. 
Placement: Aligned 13mm from the top and left-hand side 
of the envelope. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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STATIONERY 
C4 Envelopes 


15mm 
ve 
7 rT rs 
. 
7Omm 
229mm 
oe h ane ! 
: 324mm 3 
« > 
For a standard C4 white envelope print in two colours: SPECIFICATIONS 


@ Pantone 2765 
@ THALES LOGO 
Style: Two-colour logo. 
Size: Width 7Omm. 
Placement: Aligned 15mm from the top and left-hand side 
of the envelope. 


# Pantone 3125 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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STATIONERY 
C5 Envelopes 


13mm 
™ +o Ti 
@ THALES }*"_ 
60mm : 
162mm 

a v_| | 
7 229mm 7 
. 

For a standard C5 white envelope print in two colours: SPECIFICATIONS 


@ Pantone 2765 
@ THALES LOGO 
Style: Two-colour logo. 
Size: Width 60mm. 
Placement: Aligned 13mm from the top and left-hand side 
of the envelope. 


@ Pantone 3125 


If using Kraft envelopes print Thales in black only. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 


<brandworld.thalesgroup.com>_253 


Brand standards » 4 Applying the Brand » 4.11 Stationery » Memo 


4.119 
STATIONERY 
Memo 
| 210mm 
= al 
ase waeazesseabenieee scksetese 
@ 22mm 
35mm THALES =... y 
< > : 
oe a ff ‘Name of Global Business Unit o oe . 
& Name of Department 3 ] 38mm 
soi Memo © | 


297mm 
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7mm 


Memos are available as Word templates, on TBW 

in the brand section. Please use the detailed technical 
guidelines that are built into the pages of the Word® 
document template. 


SPECIFICATIONS 
@ THALES LOGO 


Style: Black only logo. 

Size: Width 70mm. 

Placement: Centre aligned, 22mm from the top of 
the memo. 


@ VERTICAL BAR 


Colour: Black. 

Size: 3mm wide. Height of the bar is governed by the depth 
of the Global Business Units and department details. 
Placement: 35mm from the top of the memo and positioned 
7mm from the edge of the page. 


© GLOBAL BUSINESS UNIT/ 
DEPARTMENT NAME 


Global Business Unit 

Font: Arial Bold, upper and lowercase. 
Colour: Black. 

Size: 1Opt, I5pt leading. 


Department 
Font: Arial Regular, upper and lowercase. 
Colour: Black. 


Size: 10pt, 15pt leading with 6mm after. 
Placement: 14mm from the left-hand margin, and 35mm 
from the top of the letterhead. 


@ MEMO 

Font: Arial Bold. 

Colour: Black. 

Size: 20pt, 20pt leading set in CAPS. 
Placement: 14mm from the left-hand margin. 


© RULE 


Colour: Black. 
Size: | pt. 
Placement: 60mm from the top of the memo page. 


© HEADERS 

From/To 

Font: Arial Regular, upper and lowercase. 

Colour: Black. 

Size: lOpt, 24pt leading, aligned lett. 

Placement: 14mm from the left margin and 65mm from the 
top of the memo page. 


Date /Ref 

Font: Arial Regular, upper and lowercase. 

Colour: Black. 

Size: lOpt, 24pt leading, aligned lett. 

Placement: 11] mm from the left margin and 65mm from the 
top of the memo page. 


@ PAGE NUMBERS 


Font: Arial Regular. 

Colour: Black. 

Size: 8pt, 1Opt leading. 

Placement: Centred aligned and postioned 7mm from the 
base of the page. 


@ DOCUMENT TITLE 


Font: Arial Regular, upper and lowercase. 

Colour: Black. 

Size: 8pt, 1Opt. 

Placement: 7mm from the base and aligned right with the 
right-hand margin. 


Note 


PDF and InDesign files are available on Thales Brand 
World (TBW) in the brand section. 
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PowerPoint toolkit 
To ensure we present our messages in a clear and THE TOOLKIT ALSO OFFERS AN ADDITIONAL 
coherent manner and in line with the Group’s graphic SELECTION OF OPTIONS: 
identity, this template must be used for all PowerPoint 
presentations, both internally and externally. # Incorporate new design elements to make the presentation 


more attractive. 


# Place a focus on specific countries or zones using the 
vectorial world map clip art image. 


Descriptions of these options and how to use them are 
provided in the template toolkit. 


Important notes 

# The presentation and template are available in both 
16/9 and 4/3 formats. By default, you should always 
use the 16/9 format, but the 4/3 option can be used if a 
widescreen format is not supported. 


# Save your presentations in the PowerPoint 2010 format 
(.optx). 


# The new presentation type face is Century Gothic. Do not 
change this font. 


# Don't forget to define the security level of the document in 
the Master Slide. 


@ For all questions concerning the use of the Microsoft 
PowerPoint tool, please consult the |S User Portal. 


Thales PowerPoint template 
Download the latest version on the intranet. 


To get the latest updates by email, enter your email address 
in the dedicated page. You can unsubscribe at any time. 
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THALES 


- 


Corporate: Title slide 


Knowing that information is confidential is important, 
but making others aware is vital too. 


Information within Thales is often subject to regulations 
(defence secrecy, export control, etc) or to specific 
contractual stipulations (confidentiality agreements, etc). 


THALES 


Corporate: Inner page 


To ensure that we respect these constraints, all paper 
and digital documents must be marked according to their 
confidentiality level: 


OPEN 
Non-sensitive information that can be freely accessed by 
people both inside and outside the Group. 


THALES GROUP INTERNAL 
Non-sensitive and non-public information, which must only 
be disclosed to others on a need-to-know basis. 


THALES GROUP CONFIDENTIAL 

Sensitive information whose unauthorised disclosure could 
significantly compromise the normal execution of a project 
and/or cause serious harm to the Group. 


THALES GROUP SECRET 

Information that is so sensitive that its disclosure could 
compromise the success of a key project and/or cause 
serious harm to the Group. This type of information may only 
be disclosed to others formally authorised by the author. 
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Our visual identity and the reflection of our brand is as 
important online as it is offline. We should ensure we 
present our values, identity and messaging consistently 
across all our channels. 


Our digital presence gives us access to much wider 

and varied audiences. It is a way of communicating our 
message to a mass audience, so it is essential that it is on 
brand. The central coordination of sites helps us manage 
any risk associated with our digital presence, as well as 
reducing costs. 


Thales wants to have a prominent online presence. The 
internet has become a key communication channel for 
engaging with customers and potential customers. 


Any new website or microsite must be coordinated with 
the central shared service digital team or, where 
available, the country shared service digital team/local 
communications team. 


Any website, portal or microsite wholly owned by Thales 
must use the approved Group platform and templates with 
no exceptions. 


If there is a requirement for a site that is a partnership or joint 
venture, the central brand and digital team must be informed 
to establish the parameters of how we can reflect the brand 
within the agreement. 


The same rules apply to using our visual identity online as 
they do offline. The Thales logo must be reproduced from 
the master artwork. The Thales logo must not be redrawn, 
combined or linked with any other words or symbols or 
graphics devices. 


No website, portal or microsite should be created 
without the formal authorisation of the central brand and 
digital team. 
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Website and domain names 


The Thales Group website sits under a single domain 
thalesgroup.com. All our URLs are centrally controlled and 
follow a consistent naming convention which supports the 
organisation's search engine optimisation strategy. The main 
principles are as follows: 


URLs of all websites should follow the format 
thalesgroup.com/ nameofsite 


All domains that are used within a business capacity for 
Thales must be registered through the central digital team. 
Under no circumstance should Thales domains be registered 
using personal accounts. 


Sub-domain which would follow the format: 
http:/ /nameofsite.thalesgroup.com 
can be created if required. 


Please contact the central digital team to get both the sub- 
domain and domain name set up. 
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DIGITAL COMMUNICATIONS 
Website 


The Thales brand has been adapted for use on the website. 


Websites deliver a large volume of dynamic information 
and as such the design must change to facilitate these online 
requirements. 


Despite the adaptations, the core brand elements remain 
the same, keeping the website in line with the Thales brand 
image. Opposite are examples of the new look and feel of 
the thalesgroup.com website for desktop /tablet and mobile 
versions. 


The primary website colours Thales dark and light blue 
are the most utilised and prominent colours on the site. 
They are used for calls to action, content containers and 
the masthead. 


THALES 


Communication Sinteliceae | 
direction finders \ 


intelligence TRC 6000 family 
direction finders | REE 
TRC 6000 family 


Cammurnication 
inteliigerte 
direction finders 
TRC 6000 family 
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Website - editorial rules for the internet 
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DIGITAL COMMUNICATIONS 
Website - PeopleOnLine 


PeopleOnLine is the Thales intranet which brings 
together Thales news, organisation, activities and 
applications. The intranet should be your first point- 
of-call for finding out relevant information concerning 
various areas and topics within Thales. 


The portal is owned by the Group shared service digital 
team and managed locally by country/site communications 
teams. Responsibility for local intranet pages varies by team; 
please consult your local communications team for more 
information. 


The use of a content management system (CMS) helps 
ensure that resources are shared consistently and managed 
effectively to protect our interests. The central coordination 
of the intranet helps us manage any risk associated with our 
digital presence, as well as reducing costs. Please contact 
your local communications team for access and advice 

on how to use the intranet content management system, 


CMSLlite. 


r 


— 
— eee 
am 


262_<Brand standards» 


The country, GBU and intranet portals share the 

same design and layout as the Group homepage. Each 
portal has a homepage providing access to various 
publication spaces (functions, business lines, etc) including 
‘static’ pages and dynamic content. 


New graphic content must be approved by the 
communications department of the entity concerned, which 
coordinates with the Group Communications Department. 


Multimedia is constantly evolving, so please check the 
Group intranet (Communications Department section) for the 
latest version of the graphic guidelines. 
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Apps 


THE THALES GROUP APP 


The Thales app provides high-quality information via 
an easy-to-use interface for all smartphone and tablet 
users. 


No apps may be produced without the prior approval 


of the central digital team. Please contact them for 
guidance. 


THALES 
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The Thales application encompasses five areas: 


GROUP 


Thales headlines in real time plus the presentation of our five 


business activities. 


PRESS 


Direct link to all Thales press releases. 


SITES 
Worldwide Thales sites locations search tool, using 
geolocalisation. 


CAREERS 


Access to the Thales Group careers pages. 


GALLERIES 
Pictures of Thales businesses, and access to the Thales 
Media Center — http:// gallery.thalesgroup.com 


The Thales application also gives you press contacts and 
links to our social media, which you'll find in the contact 
area in the top left-hand corner. 


An |Os and Android smartphone application is also 
available and the Thales website is also mobile responsive, 


making it easy to use on any device. 


No additional apps should be developed without prior 
discussion with the regional or central brand team. 


This reduces duplication and development costs. 


iPhone app: screen shots 


Android app: screen shots 


= LES MARCHES 


DEFENSE 


tS est un partenaite capetal de: 


es alder 4 as 
conserver leur supénoritée opérationnelle 


—E REPUTATION SOLIDE FONDEE SUR LA 


= ACTUALITES 


Voir tout 


NEWS 


ALAUNE 


4 Fever 


THALES AWARDED 
CONTRACT FOR THE 
FLIGHT MANAGEMENT 
SYSTEM SOFTWARE 
FOR THE 
MODERNISATION OF 


= ACTUALITES 


Voir tout t 


Visit us today @AIMIDOLEEAS 
the IFEC Pavillion on stand 9 
#AIME2015 #TholesDelivers 


2 @ acruaurés 


Le premier Spacebus 4000 
alOans! 


2 c) RESEAUXK SOCIAUX 


Together We Decipher the Cazzlingly 
Difficult 


2 @ RESEAUX SOCIAUX 


Well be at #Clermont-Ferrand Short 
OPs 


who by chance would be in Clermont 


Film Festival, For those direct 


Ferrand, join us tomorrow feb 
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DIGITAL COMMUNICATIONS 
Video 


Thales has established new standards to ensure that its LSE OP VIDEO STANDARDS 


visual identity is used correctly and consistently. 


Our videos are consistent in structure, tone, and look. To 
This section outlines the graphics standards for the maintain this consistency, use provided templates for all 


design and production of Group videos. video applications. These standards must be applied to 


ensure consistency in audio and visual materials produced 


These standards contain modular elements to allow for by the Thales Group. 


a diverse range of light and dark colour pictures. 


If a video is intended for internal use, the following wording 
must be shown throughout and included in the credits: 
“Thales Group Internal”. 


For external communication purposes, only a reference to 
the copyright is required. 


The appearance of the logo in the opening and closing 
shots of the video provides a unified framework for existing 
videos, while allowing for a high degree of creativity for 
future productions. 


GENERAL 


Thales encourages the use of SRT subtitle files, which are 
compatible with the company’s players and with the intranet. 
They make the creation of multi-language videos easier and 
allow production time to be reduced. 


Animated key words should be integrated into the video 
against a slightly darker background. 


The different levels of keywords used |i.e. father keywords/ 
child keywords) should appear progressively to help create 
a dynamic feel and make keywords easy to read. 


A typeface without serifs should be used for the different 
elements to underline the Group's technological dimension 
and make wording easier to read. 


It is recommended that you use a dark typeface against 


a light background and a light typeface against a dark 
background. 


266_<Brand standards» 


APPEARANCE OF THE THALES LOGO 


The Thales logo is composed of two elements: the planet and 
the horizontal typography which illustrates the international 
dimension of the Group's business. 


@ The appearance of the logo begins with a stylised, 
animated image of the globe. See examples opposite 


@ The Thales logo is illustrated by a sound effect 
@ The colour palette used for the logo remains unchanged 


@ The proportions, colours, typography, timing and music 
cannot be altered 


APPLICATION OF VIDEO STANDARDS 


The video editor can choose whether to use a black or white 
background. Ideally, however, we recommend using a white 
background for dark sequences and a black background for 
light sequences. 


The typeface is Futura. Font variations Futura BT and PT are 
recommended or all videos and background. 


Recommendations for typeface colours are specified in the 
following pages, with details for each type of message. 


DOWNLOADS 


Video Standards and Video Guidelines can be 

found and downloaded from TBW 

These guidelines include After Effects projects (CC, CS6 and 
XML) and associated resources, as well as files for graphics 
guidelines that must be complied with. 


The After Effects files have been optimised to make it easier 
to insert text and limit the number of source files. 


Video screens: Examples of Thales logo opening sequence. 
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Video 


DIGITAL COMMUNICATIONS 


KEYWORDS AND NAMES OF PRESENTERS 
Regarding keywords and names, there is a choice of several 
directions for the opening of the "+" to provide more creative 
freedom. A composition is provided for each direction, 
identitied by a number. 

It is also possible to select a specific place in the video for 


these different animations by shifting the “Position” layer in 
each composition. 


RECOMMENDATIONS FOR TYPE 
@ Headlines: centred 
@ Keywords: no restrictions 


@ Name and job title: in a corner — avoiding too much 
overlap over the face 


@ Key messages: centred 


With regard to background video style, black or white 
backgrounds are preconfigured. 


To apply a blurred effect to the main title, simply take the FX 


layer provided and place it just above the video as the title 
appears. 
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TAKE AWAY KEY MESSAGES 


The “take away” key message is based on the same idea 
as the “+” but opens centrally. It is important to retain the 
central position to align the message with the title. This same 


principle can also be applied to chapter titles. 


To adjust the size of the different text boxes, the scale of 
the dedicated layer should be adapted to make the box fit 
the text. 


To change text, simply modify the text layers in the different 
compositions and adjust the scale using the “Size” layer. 
Leave a sufficient margin around the main text 

(the rest is adjusted automatically). Go to: 
brandworld.thalesgroup.com/library/view/ 31688 


These elements are designed for display in 1080p video 
formats. 


For lower resolutions, the scale should be adapted 
as follows: 


2 1080p - 100% 


2 720p - 66.67% 


APPEARANCE OF THE THALES LOGO AND 
SOCIAL MEDIA LOGOS IN CLOSING SHOTS 


The Thales logo appears with a white curtain and an audio 
illustration to signal the end of the video. 


The motto "Together — Safer - Everywhere” appears after 
the logo in Cyan blue. 


The Thales website address and the Facebook, Twitter, 
LinkedIn and YouTube logos must be displayed on the same 
page as the Thales logo (at the bottom of the page). 


There is a dark background with the copyright after the outro: 
Group communications - Thales - Name of the agency © 
Thales. This is mandatory. 


The proportions, colours, typography, timing and music 
cannot be altered. 


Examples: Video screen elements 


ik 
2, 
3. 
4, 
5; 
6. 
re 


Key message and take away in Thales dark blue. 
Name and role, lower right in white. 

Name and role, lower left in Thales dark blue. 
Keyword upper right in white. 

Name and role, lower left in white. 

Keyword upper left in Thales dark blue. 


Image only. 


THALES THALES 


Together + Safer + Everyathere 


90090 


Main title centred in Thales dark blue. 


Name and role, lower right in Thales dark blue. 


. Key message and take away in white. 


A white screen comes from the top to signal the end of the video. 


. The Thales logo with strapline plus the addition of Social media 


icons closes the sequence. 
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Video 


DIGITAL COMMUNICATIONS 


COMPRESSION - TECHNICAL 
RECOMMENDATIONS 


MASTER VIDEO STORAGE 


@ Physical media format: HDCAM, XDCAM HD 
(professional media), DVCPRO HD. 


@ Digital format (on a hard drive): QuickTime (.mov) codec 
Apple ProRes 422 1920/1080 or 


@ Avid DNxHD 120 or Avid XDCAM HD 50 or Apple 
DVCPRO HD. 


SPECIFICATIONS FOR INTRANET 

@ Format authorized: wmv,mp4,avi, flv, mpeg, mpg, mov, fav 
@ File size limit: 1 GB 

@ Size: 16:9 

2 FPS: i/s 


# Codec recommended: H264 
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SPECIFICATIONS FOR INTERNET, WEB TV, 
PARTNERS, POWERPOINT: 


2 mov or Mp4 H264 (projection on large screen) 
1920X 1080. 


2 Format WMV (for use in PowerPoint). 


2 HD 1280x720 — 25 —- progressive — bit rate: 3,000 - 
5,000 Kbps. 


2 SD: 640x360 - 25 — progressive — bit rate: 1,000 - 
2,000 Kbps. 


@ FLV format FLV (Thales website — Size: 1280 x 720. 


# Kbps encoding: Video — 2,000 Kbps/Audio - 64 Kbps/ 
key image per second. 


#7 FPS: 25. 


DVD QUALITY 


4 720X576 - anamorphic 16:9, 8 Mbps video, AC3 2.0 
192 Kbps or PCM audio. 


SECOND TITLE 


tome boe Me 


JNU 


| MAIN TITLE] 


MAIN MTL] 


KEYWORD, KEYWORD, 


beetwe bey mord 


Sr incmne SURNAME FFirsiname SURNAME 
=n ol gle 


TKEY MESSAGE — TKEY MESSAGE 
& TAKE AWAY oS & TAKE AWAY 


Video screens: Type specifications on light and dark backgrounds. 


<brandworld.thalesgroup.com>_271 


Brand standards » 4 Applying the Brand > 4.15 Digital Communications » Social media 


¢4.15> 


DIGITAL COMMUNICATIONS 


Social media 


All Thales owned social media channels are managed 
and monitored by the central ecommunications Shared 
Service or, where authority has been delegated, the local 
communications teams. 


If you are planning to use social media platforms, please 
inform the eComms central team or country digital teams. 
They will provide the appropriate guidance to ensure your 
social media activity is in line with Thales Group protocol. 


Thales Group has developed guidelines for social media 


usage. Please refer to these before embarking on any social 
media activity. 
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WHO IS THIS FOR¢ 


This guide is for all employees of the Thales Group — 
particularly those using or wishing to use social media for 
professional purposes. 


Specifically, you should read this guide if: 
# You want to know more about social media 


2 You have a profile on a social media site, especially if you 
mention your work at Thales 


@ You talk about Thales on the internet, even if you're a 
temporary employee, subcontractor, co-contractor, intern, 
etc. In other words, this guide is for just about all of us! 


DON’T FORGET 

You can get all the latest social media-related news from 
the Group Communications department on the Group 
Intranet. 
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DIGITAL COMMUNICATIONS 


Social media 


ENGAGING WITH OUR CUSTOMERS 
AND PARTNERS 


The most obvious benefit of social media is the opportunity 
to create communities in order to establish and pursue 
‘targeted’ relationships with customers, partners and 
influencers (people with influence, journalists, bloggers, etc). 
According to a recent survey by Chadwick Martin Bailey, 
customers are more likely to buy from companies they can 
track on social media sites. 


DECENTRALISING INFORMATION 


Sometimes, ‘decontextualised’ information has more impact 
than information distributed within an official framework. For 
example, an expert dialoguing with a customer on LinkedIn 
will have more influence than a brochure sent out via a 
company email list. 


REACHING THE MASSES, INCLUDING PEOPLE 
WE HADN'T THOUGHT OF! 


Social media enable us to reach a huge number of people, 
both directly and indirectly. Plus, since information is picked 
up and passed on, sometimes automatically, it can appear 
in places we wouldn't have imagined! This is the principle 
behind RSS feeds generated from blog entries, or what 
happens when someone ‘retweets’ on Twitter. Journalists and 
influencers spend a lot of time on social media — another 


reason to raise our profile there! 


274_‘Brand standards» 


PRESENTING A MODERN IMAGE OF THALES 


Social networks are extremely useful tools, but they're also 
a relatively new trend. Whether customers or influencers, the 
youngest and most ‘tech sawvy’ will undoubtedly be more 
receptive to this type of communication. They are also the 
decision-makers of tomorrow! 


WHAT DOES THAT MEAN? 


Not up to speed with the jargon of social media? Take a 
quick look at page 13! 


ENHANCING OUR BRAND IMAGE 


Bringing together a community on Facebook, for example, 
is a great way to raise levels of transparency, visibility and 
authenticity with our customers and partners as well as with 
influencers. This, in turn, enhances our brand image. 


BECOMING A SOURCE OF INSPIRATION 


Ultimately, our social media activities become a real source 
of inspiration for companies and other members, since 

they allow our brand universe to be easily recreated and 
continuously expanded. In other words, they allow us to 
share the Thales story — or at least the image we wish to 
portray in the public domain. Not forgetting that the best 


ambassadors for our brand are happy customers, so it's 


important to emphasise our successes and success stories. 


SOCIAL MEDIA IS ALSO A WAY TO 


#2 Make us more accessible and open by sharing our values 
and ideals. 


2 Foster engagement across our communities by finding 
more creative ways fo interact with our followers and fan. 


@ Initiate a new type of relationship and tell our story in a 
new and original way for a B2B company. 


@ Recruit the best talents. 


PRINCIPLES TO BE RESPECTED 


2 Inform Group Communications about any initiative 
on social media sites in order to create synergies and 
avoid pitfal 


# Always use your own name when you communicate. 
@ Always act in the interest of the Thales Group. 

@ Abide by the law and the rules of any sites you use. 
@ Be courteous. 


@ Stick to the subject. 


SPECIFICALLY... 


NEVER DISCLOSE CONFIDENTIAL INFORMATION 
ANYWHERE ON THE INTERNET! 


For example, it is strictly forbidden in all cases to mention 
any clearances you may have, such as Confidentiel 
Défense, Secret Défense and equivalents, NATO or other. 


Imagine posting information on a social media site, then 
seeing it emblazoned on one of the huge neon signs 

in Time Square! With that image in mind, ONLY post 
information that you would be happy to be picked up 
and published anywhere (e.g. the press, etc). 


Anything you post on the internet stays there for life and 

can be accessed by anyone at any time, thanks to search 
engines, which automatically index all content. Run a test on 
yourself or someone you know by googling your (or their) 
first name and surname between quotes. The results can be 
surprising. 


Always use your own name. You must not implicate the 
Thales Group or speak on its behalf, unless you have prior 
written consent from Group Communications. 


You must not use someone else's identity or invent an 
identity, particularly to discredit a company or person. 


Besides the ethical issues raised by such practices, they are 
also illegal and punishable by law! 


WHAT IF | SPOT A PROBLEM ON A 
SOCIAL MEDIA SITE¢ 


Contact Group Communications immediately: 


e.com@thalesgroup.com 
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EMAIL 


Out-of-office email messages should not be used to try and 
reflect your personality or to convey personal details. 


We would suggest using the message shown below. 
Remember that both internal and external recipients will 
read your message, so it needs to be appropriate for both 
audiences. If giving a telephone number, always include the 
international dialling code to make it easy for callers from 
other countries fo contact you or your alternative contact. 
When mentioning alternative contacts, ensure you give their 
email addresses. Always make sure your email signature 
appears at the end of your out-of-office message. 


lam away from the office (insert reason why, for example 
attending training, on annual leave), returning on (insert 
date) and will have (insert ‘very limited access’ or ‘no 
access’) to emails. If your email is urgent you can contact 
(insert name, phone number with international dialling 
code and email address). Otherwise | will respond as soon 
as | can on my return. 


Kind regards 
(your name) 


Firstname Lastname 
Finance Director, Thales UK 
Include standard signature. 


Please contact your local communications team for 
information on local variations of the above email signature. 
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Out of office 


ANSWERPHONE MESSAGE 


Answerphone messages should reflect our brand's 
personality. The tone of the message should be friendly and 
confident and the content simple and to the point. We would 
suggest the following messages, either in English or in dual 
language. 


For reception or main office answerphone: 


Hello 
You have reached the Thales (insert office location) office 
outside of our regular opening hours. 


Our reception is staffed between (insert days and times). 
Please call back during those times or, alternatively, please 
visit our website www.thalesgroup.com 


Thank you. 


Direct line/ mobile answer phone: 


Hello 

You have reached the voicemail of (insert name), (insert 
job title) at Thales (insert business entity). | am unable 
to take your call at the moment. Please leave your contact 
details and a message after the tone and | will get back to 
you as soon as | can. 


[Optional: If you need immediate assistance, please call 
(insert name) on (insert number) | 


Thank you. 
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DIGITAL COMMUNICATIONS 


Email signature 
Your email signature is high profile branding, forming TYPE SPECIFICATIONS 
an important part of our externally facing identity and 
culture. When writing on behalf of Thales, it is important Thales 
to use an approved, brand-consistent signature with all Font: Arial Bold 
of the correct sign-off information. Colour: Black 
Size: 10 pt. 


Environment statement 
Font: Arial Regular Italic. 
Colour: Black. 

Size: 8pt. 


Information statement 
Font: Arial Regular. 
Colour: Black. 

Size: 8pt. 


Legal statement 

Font: Arial Italic. 

Colour: Grey. 

Size: 8pt. 

The email signature template can be viewed and 
downloaded from the Intranet (PeopleOnLine home page, 


your account). 


Please complete ‘My details’ and copy this template into 
your email signature in Microsoft Outlook. 


For any questions please contact your local 
communications team. 
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CONTACTS 


If you need any assistance, all contact details are available 
on brandworld.thalesgroup.com 
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facebook.com/thalesgroup 
twitter.com/thalesgroup 


linkedin.com/company/thales 


GH @€ 3 


youtube.com/thethalesgroup 


THALES 


Tour Carpe Diem, 31, Place des Corolles 
92098, Paris La Défense 

France 

T: +33 (0)1 57 77 80 00 
www.thalesgroup.com 
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